Entered as second-class matter Jan. 6, 1932, at the post office Chicago, lil 


under the act 


of March 


Advertising Age : 


1879. Copyright, 1952, 


by Advertising Publications, Inc. 


June 16, 1952 

Volume 23 - Number 24 

15 Cents a Copy « $3 a Year 
CHICAGO 11 * Published Weekly at 
200 E. Illinois St. * DE. 7-1336 
NEW YORK 17 

801 Second Ave. * MU 6-8180 


; THE NATIONAL NEWSPAPER OF MARKETING 


AFA Protests Truman’‘s 
Public Utilities Blast 


Poor Production 
Methods Told at 
Dailies’ Meeting 


San FRANcisco, June 11—Ways 
of combatting increased production 
and paper costs which are perplex- 
ing newspapers received special at- 
tention at the three-day session of 
the mechanical conference of the 
American Newspaper Publishers 
Assn. here. 

Newspaper pressmen and agency 
production men swapped advice, 
haggled and hassled and generally 
gave the problem a good going 
over. And r.o.p. color and column- 
width reduction got a close scrut- 
iny. 

Martin M. Reed, president of 
Mergenthaler Linotype Co., told 
the harassed newspaper produc- 
tion executives that poor manage- 
ment was to blame for their cost 
difficulties. 

He warned them that soon they 
would have to assume more lead- 
ership in proposing and sponsoring 
policy and method changes within 
their own newspapers. 


@ “Changes will be forced upon 
you,” he predicted. “The day does 
not seem too far distant when 
publishers are going to say to you, 
‘You will have X dollars for all 
production activities next year. 
Either produce within that figure 
or let me have your resignation.’ ” 

He felt that publishers facing 
impossible cost situations will have 
no alternative. 

Mr. Reed said that newspapers 
suffered from “many eccentrici- 
ties.” One of these is to dramatize 
their own operating difficulties and 
internal problems without actually 

(Continued on Page 75) 


Piel Ditches K&E 
After Sales Jump, 
Refuses to Say Why 


New York, June 11—Why Piel 
Bros., Brooklyn brewer, switched 
advertising agencies last week, de- 
spite a 42% sales increase in 1951, 
seems likely to remain a mystery 
for some time. Young & Rubicam 
takes over the account Sept. 2 
from Kenyon & Eckhardt. 

At Piel Bros., Thomas Hawks, 
advertising and sales promotion 
manager, told AA that the change 
“was a private matter between 
client and agency. There is nothing 
to be gained by going into details,” 
he said, “and it is against the policy 
of the company to discuss the mat- 
ter.” 

Kenyon & Eckhardt took over 
Piel’s advertising in November, 
1950, following a two-month 
screening of 23 agencies by W. N. 
Berecn. then Piel’s advertising 
manager, who explained the pro- 
cess in detail to this paper (AA, 
Nov. 27, °50). Reminded of this, 
Mr. Hawks remarked cryptically 
that “we all have erasers on our 
pencils for obvious reasons.” 


® Mr. Hawks said Piel’s new agen- 

cy, Young & Rubicam, would make 

an analysis of the company’s ad- 
(Continued on Page 79) 
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OLD AND NEW-—By the end of June, beer drinkers will see a new triangular label 
(left) on Blatz beer bottles. At right is the present label. The new label is somewhat 


like that in center, used about 1918. The neck label on 
d 


bs ta: 


the 1918 bottle asks customers 


to fight against the proposed Pr 


t, which if passed “will forever 


prohibit beer throughout the U. S.” 


NAMP in September Will Change 
Name to Magazine Publishers Assn. 


Publishers Using More 
Paper But Cole Reports 
Much of It Is Available 


Pocono MANor, PaA., June 10— 
The National Assn. of Magazine 
Publishers again fastened its at- 
tention on problems of postal rates 
and paper, and authorized a fu- 
ture change in the group’s name— 
to the Magazine Publishers Assn. 

The new name—which has to be 


| adopted at a meeting July 7—will 


become effective Sept. 1, 1952. 
On the postal front, publishers 
can expect two more rate increases 


}as part of the 30%-over-three- 
|} years package. No further postal 


activity is likely until 1953. In 
reporting to NAMP, A. L. Cole, 
Reader's Digest, expressed the 


hope that the joint Senate-House 
committee to study the Post Office 
will get necessary appropriations 


@ On paper, Kent Rhodes of Read- 
er’s Digest reported to the group 
that the paper market “isn’t really 
soft,” although he conceded that 
paper is available in quantity. He 
showed charts indicating that mag- 
azine publishers’ use of paper is 
still rising. They also indicate a 
cost of $188 a ton for paper in 1952 
(in 1946 it was $130, and $91 for 
the 1935-39 average base). 

These figures are predicated on 
returns from 35 publishers who 
publish 119 magazines. 

Mr. Rhodes pointed out that, 
while paper cost has moved up 
more slowly than the wholesale 
commodity index, it will probably 
continue to rise, whereas the in- 
dex has begun to trend downward. 


@ The magazine revenue of the 
35 publishers hit an alltime high 
in 1951 of $629,000,000. Their prof- 
its continued to shrink—to 3.9%, 
lowest of any year since the 1935- 
(Continued on Page 6) 


Senate Committee 
Approves Carretta 
for FTC Position 


WASHINGTON, June 12—The way 
was clear to bring the membership 
of the Federal Trade Commission 
back to full strength when the 
Senate commerce committee today 
gave its approval of Albert A. Car- 
retta for a vacancy which has ex- 
isted for several months. 

Mr. Carretta has been in private 
practice in Alexandria, Va. A 
native New Yorker, he came to 
Washington in 1934 with the Se- 
curities & Exchange Commission. 
During World II he was with the 
Office of Price Administration, and 
later was with the Navy’s renegoti- 
ation board. 


Creditors Study 
$190,000 Debts 
of Dorland Inc. 


New York, June 13—Dorland 
Inc. has filed an assignment for the 
benefit of creditors in New York 
county court, with liabilities be- 
lieved to be about $190,000. 

This was one of the few points 
agreed upon with any certainty 


this week when the agency’s credi- | 


tors met to discuss the situation. 
Representatives of about 32 com- 
panies with unpaid Dorland ac- 
counts attended the meeting. 

Among the biggest creditors— 
according to their estimates of the 
money owned to them—were 
WOR, New York ($28,260), and 
DuMont Television Network ($25,- 
| 000). 

A committee of five creditors, 
with A. Alan Reich, attorney for 
the assignee, was authorized to 
continue the liquidation of the 
company’s fiscal assets. After the 
complete audit of Dorland’s books, 
a decision will be made between 
continuing the assignment for the 
benefit of creditors and obtaining 
an involuntary petition of bank- 
ruptcy. 


s Several creditors seem to feel 
that many questions were left un- 
answered in the meeting—which 
was held to give the persons in- 
volved some background informa- 
tion on Dorland and to try to de- 
termine what brought about the 
agency’s insolvent condition. 

At the outset, the accountant 


auditing the books explained that | 


he could give only a rough sketch 


of the picture, since his job was 


still far from complete. 

First query was directed to Eu- 
gene Roth, attorney for Dorland 
Inc. He was asked to explain the 
relationship of Dorland Inc., Dor- 
land Advertising Ltd. and Dorland 
International. 

(Continued on Page 78) 


Last Minute News Flashes 


Ads for Toni’s New Bobbi Start June 24 


Cuicaco, June 13—Toni Co. has scheduled newspaper ads in more 
than 90 markets starting June 24 to introduce its new Bobbi pin-curl 
permanent. The product differs from the Bobbi that Toni brought out 
in 1950 in that no separate neutralizer is needed. After the first news- 
paper ads are run the campaign will be scheduled in nationally dis- 
tributed newspaper sections, and a network radio show is planned for 
the fall. Foote, Cone & Belding is the agency. 


Jergens Names Campbell Advertising V. P. 

CincINnNaATI, June 13—Roland P. S. Campbell, formerly in charge of 
sales and advertising for Post cereals, has joined the Andrew Jergens 
Co. as v.p. in charge of advertising. He replaces Chester T. Birch, who 
is going to Dancer-Fitzgerald-Sample, New York, in an executive 
capacity. 


Herlihy Named ‘Newsweek’ International A. M. 

New York, June 13—Jack Herlihy, who joined Newsweek a year 
ago from Robert Otto & Co., has been promoted to advertising mana- 
ger of the international editions. 


Ernest Button Joins Maxon as Art Buyer 
New York, June 13—Ernest Button, art buyer for Compton Adver- 
tising, has resigned to take a similar post with Maxon Inc., Detroit. 
Compton has not yet named a successor to Mr. Button. 
(Additional News Flashes on Page 79) 


Public Relations Issues 
Get Much Attention at 
Federation's Meeting 


New York, June 11—President 
Truman’s recent blast at private 
electric companies’ advertising re- 
sulted today in adoption of a vig- 
orous resolution by the Advertising 
Federation of America, protesting 
the criticism and urging all adver- 


For other news and pictures of 
|\the AFA meeting see Pages 2, 3, 
|8, 57, 60, 61 and 76. 


tising interests to defend the right 
“of American business and indus- 
try to present facts and opinions to 
the public through advertising and 
other appropriate materials.” 

| At the close of its 48th annual 
|meeting, the AFA also adopted a 
resolution reaffirming its belief in 
|truthful, informative advertising 
| which is in good taste, and calling 
| upon the AFA board of directors to 
| “initiate the prompt establishment 
|of a committee of advertising, 
trade association and other busi- 
ness leaders to create a pattern 
and plan whereby the principles 
| stated herein may be implemented 
| and continued.” 


s The public relations problems of 
advertising were a major point of 
discussion throughout the four-day 
| conference. Two sessions, on Mon- 
|day and Tuesday, were devoted 
| 2 s ‘ 
| principally to these subjects. 
| At the Monday afternoon ses- 
sion, presided over by William G. 
| Werner, director of public rela- 
| tions, Procter & Gamble Co., Ever- 
ett R. Smith, director of research 
of Macfadden Publications, re- 
| ported that America’s wage earn- 
ers have a deep faith in advertis- 
| (Continued on Page 60) 


Donahue & Coe 
Drops Stoppers 
After Squabble 


| New York, June 12—AA learned 
exclusively today that Stoppers 
Inc., maker of a chlorophyll mouth 
lozenge, is looking for a new agen- 
cy because Donahue & Coe has re- 
signed the account. And therein 
lies a tale. 

The Donahue & Coe resignation 
eame about because of ill feeling 
between the agency and the Stop- 
pers management which appar- 
ently began with a difference of 
opinion over media and ended in a 
law suit and an out-of-court settle- 
ment. 

Inquiries by AA seemed to in- 
dicate that the agency-client break 
came about like this: 

Stoppers was first handled by 
Walter Weir Inc. When Mr. Weir 
went over to Donahue & Coe, he 
took the account with him. At 
both agencies, Stoppers was pushed 
' (Continued on Page 4) 
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Bagasse Newsprint a Long Way Off 
for Most Papers, Grace Execs Say 


‘are being used in South America. 


New York, June 10—Bagasse 
newsprint made from sugar cane 
waste cannot compete in the fore- 
seeable future with wood pulp 
newsprint in the U.S 

For bagasse newsprint to be sold 
profitably here in competition with 
Canadian newsprint, now quoted 
at $126 a ton delivered in 
York, four things would have to 
happen 

1. Price of Canadian newsprint 
would have to sell at about $146 to 
$150 a ton here 

2. Substantially larger acreage 
would have to be planted in sugar 
cane in sugar growing countries. 


3. Paper mills would have to be|care of even a fraction of the de- 
built for newsprint production in} 


sugar growing countries for eco- 
nomic handling of bagasse. 

4, Both of the latter develop- 
ments would require large capital 
investment. 


® That is the consensus of several 
experts given today at a press ex- 
hibit of paper products made from 
sugar cane bagasse held by W. R 
Grace & Co., international indus- 
trial and trading concern. Grace 
engineers are credited with devel- 
ing the first commercially suc- 
ssful paper from bagasse pulp at 
sugar plantation in Peru oper- 
@ted by Hacienda Peranonga, a 
Grace subsidiary. 
* The Grace method of using ba- 
sse in the manufacture of paper 
Was developed in Peru in the ‘30s. 
gee rights were retained by 
» company until 1950 when 
ndy Hill Iron & Brass Works of 
idson Falls, N. Y., paper machin- 
yy manufacturer, was authorized 
license the system to cane grow- 
; and paper manufacturers. Ex- 


e Butives of both companies were 
+4 ssent at today’s meeting to an- 
fae 


er questions 


3 
@ Delos Rentzel, v.p. in charge of 
industrial department of 
ot and former Under Secre- 
tary of Commerce, emphasized 
that bagasse pulp is being used for 
pFoduction of many other types of 
paper than newsprint. Corrugated 
e@ptainers, multiwall bags, Kraft 
per and different kinds of writ- 
eo paper have been produced and 


New two tons of bagasse is required. 


The Grace mill in Peru, in pro- 
duction since 1939, turned out 19,- 
000 tons of bagasse paper products 
in 1951. Of this amount, only 900 
tons was newsprint. 


8 To make one ton of newsprint, 


Production costs $90 to $100 a ton. 

Reports from Savannah, Ga., 
that bagasse newsprint has been 
produced at a cost of $55.92 a ton 
(AA, May 26), Mr. Rentzel said, 
are questionable commercially. 
There is not enough sugar cane 
grown in the U. S., he said, to take 


mand for newsprint. He estimated 
total sugar cane production in 
southern states at 450,000 tons an- 


REDEDICATION.-Flanked by Elon G. Borton, president of the Advertising Federation 

of America (left), and Charles C. Green, past president and managing director of | 

the New York Advertising Club, Sir Miles Thomas, president, Advertising Assn. of 

Great Britain, holds a replica of the key to Ben Franklin’s print shop in Philadelphia. 

Occasion was the rededication of the 30-Club room. Sir Thomas, chairman of 
British Overseas Airways Corp., is bringing the key to London. 


\ 


nually. This, he said, would pro- 
duce less than 225,000 
newsprint even if all of the waste 


were converted to bagasse. Last ] ¥g-Yeqr-Old Better Home Lighting Drive 


year, total newsprint consumption | 
in the U. S. was 5,974,865 tons, ac- 
cording to American Newspaper 
Publishers Assn. 


New York, June 10—‘Bright 
Future,” a new full-color motion 
picture, designed to carry forward 
| the campaign for better lighting 
® (Spokesmen for Valite Corp., | Which the lamp division of Gen- 
New Orleans, told AA that their | €Tal Electric Co. started in Novem- 
own experience in producing ba-| ber, 1950, was given a press pre- 
gasse newsprint -indicates it can | VIEW yesterday. 
now be made on a — cost | ee a eneen ae 
basis with wood pu newsprint. | * ; : a 
The company i Bac =e ok gen dustry cooperative program to im- 
development in this field oy Se iaiinces of ims hate die. 
week. Three Louisiana papers, . ~ . 2 
was told, have voiced saliuaien | sion’s advertising department, said 
with the newsprint made by Valite | that 2,500,000 people have received 
|Corp.) | the company’s booklet “See Your 

The Grace subsidiary in Peru| Home in a New Light.” No previ- 
supplies newsprint to El Comercio ee ee - 
© > > 2, ; ; . oc ’ _ 
conta aptince ag age te ait oe that distribution in that length of 
However, it does export other | #me. 
types of paper in Latin America, | 
he said. These include heavy duty | 
bags for sugar, cement, lime and| 
similar bulk materials; Kraft 
wrapping papers, and corrugated 
containers. 

Hawaiian Pineapple Co., Mr.} 
Rentzel said, is building its own| 
paper mill in Hawaii for manufac- | 


turing bagasse corrugated contain- 4 : See ate” de 
ers. The mill has been licensed to} During 1951,” he said, “144,000 


use patents held jointly by Grace} families wrote oe for - bad of the 
and Sandy Hill Iron & Brass! booklet. Our market research divi- 
W wks sien “”” | sion made a cross-section survey of 
= | 12,000 people who had written for 


@ “General Electric has consistent- 
ly featured home light conditioning 
in its magazine, television and ra- 
dio advertising to back up local 
activities,” Mr. Robinson said. “As 
a measure of interest, readers and 
listeners were invited to write to 
Nela Park for a copy of the light- 
ing recipe booklet. 


Beaurline Markets 
Preloaded Camera 


Sr. Paut, June 11—A new cam- 
era, pre-loaded and ready to use, 
is creating something of a stir in 
vacation areas and armed forces 
installations. 

Called the Imp, it recently was 
placed on the market by Beaurline 
Industries here. 

The customer pays $1.49 for the 
camera. After the 12 pictures have 
been snapped, the user simply 
drops the camera in the mail and 
a few days later receives 12 
34x34” prints. 

The camera is of one-piece plas- 
tic construction and nearly un- 
breakable. It has a built-in view- 
finder and an easily operated 
shutter. The plastic case is covered 
with a cardboard cover which has 
space for name and address of the 
user. It is loaded with all-weather, 
fine-grain Ansco film suitable for 
indoor or outdoor picture-taking. 


8 When one is returned by a cus- 
tomer, it is re-loaded, inserted in 
a new jacket and placed on the 
market again. The customer pays 
only for its use, the film and de- 
veloping. 

L. A, Beaurline, v. p. of Beaur- 
line Industries, said the camera, 
with only limited advertising so 
far, has proved popular at resorts 
and service post exchanges. Other 
distribution includes drug and de- 


the book. 

“Of those who received the book, 
seven out of ten had bought an 
average of 32 fixtures or portable 
lamps, and 52 lamp bulbs to fill 
lighting recipes for their homes. 

“These same people,” Mr. Rob- 
inson said, “spent an average of 
$36 each and said they planned to 
carry out four more lighting 
| recipes in the future. 


All LOADED - 


tons of GE Lamp Division Has New Movie to Boost 


“We believe that this number of 
write-ins and that amount of ac- 
tion without any personal sales-| 
manship being involved is evidence 
of an exceptional desire for light} 
conditioning.” 

Public response to light condi- 
tioning in demonstration homes, 
Mr. Robinson said, led to it being 
recommended by National Assn. of 
Home Builders as a feature of Na- 
tional Home Week in 1951. It will 
be an even bigger feature this year, 
he said, during National Home| 
Week to be held Sept. 14-19. 

GE, he said, has developed a 
complete program to aid all who 
are cooperating. The program will 
be put into action in the fall on} 
the local level. } 

E. O. George, manager of sales, 
Detroit Edison Co., outlined some 
of the things his company has done 
to tie in with the GE campaign. | 

“We worked up a series of news- 
paper ads,” he said, “nine in all. 
Each featured a lighting task.| 
These were run in all newspapers! 
serving our area. | 


@ “We used 155 outdoor posters to| 
tell consumers to look for the light | 
conditioning tag on lamps and fix-| 
tures they buy. We took our dealer | 
coordinators who previously had} 
worked with dealers of white goods | 
exclusively and trained them in} 
the lighting program. We _ used! 
working displays in our customer} 
offices, and planned display mate- 
rial for dealers to use. 

“We had thought that we might 
interest 40 to 50 dealers. Instead, 
we now have 191 dealers. Now for 
the first time in our area a cus- 


tomer can purchase good, function-| 
al lighting at a store near his home. | 


READY T0 USE! 
Convenience 


Camere is loaded with 


Columbia Records 
Arranges Tie-in on 
Ceil Chapman Gowns 


New York, June 13—To give 
added push to sales for its new al- 
bum of Jerome Kern hit tunes from 
“Roberta,” Columbia Records has 
arranged for tie-in promotion with 
designer Ceil Chapman. 

The album, which was launched 
to coincide with the release of the 
new Metro-Goldwyn-Mayer film 
version of the musical, was intro- 
duced on Columbia’s newscast on 
TV on CBS. The motion picture is 
called “Lovely to Look At.” 

The new album is decorated 
with photos of six models garbed 
in Chapman gowns. In turn, Miss 
Chapman’s June showings for edi- 
tors will plug the records. 


partment stores and an extensive 
mail order business. 

Advertising, handled by David 
Inc., has included radio and tele- 
vision in the Twin Cities and 
newspapers in a number of major 
cities throughout the country, as 
well as some magazine displays. 

Monsanto Chemical Co., which 
produces the plastic used in the 
camera box, featured the new 
product in one of its “idea” ads in 
Time. 


UMPA Appoints Morey, Humm 

United Mink Producers Assn. 
(UMPA), Janesville, Wis., has 
appointed Morey, Humm & John- 
stone, New York, to handle nation- 
al advertising. Class magazines 
will be used. Western Advertising, 
Chicago and Racine, is the previous 
agency. 


s Currently, Columbia’s principal 
advertising outlay is going into 
video for the Douglas Edwards 
newscast twice weekly. Musical 


papers also are being used. Other- 
wise, emphasis is on cooperative’ 
promotion, which is up about 50%. ! 
McCann-Erickson is the record 
maker's agency. 

For the “Lovely to Look At” 
campaign, dealers have been fur- 
nished with newspaper mats and 
other aids. In each distributor’s 
territory (providing he agrees to 
payment of about $60 out of his co- 
op fund), a Ceil Chapman gown 
will be presented to the outstand- 
ing dealer or salesman. 

Columbia also is suggesting that 
local tie-ins be made with theaters 
carrying the movie and_ stores 
handling the Chapman line. 


Cavalier to Buy ‘Irma’ 

Cavalier cigarets—via William 
Esty Co., New York-——will sponsor 
the video version of “My Friend 
Irma” on CBS next fall. Pearson 
Pharmacal Co., which sponsored 
the show last season, will pick up 
the tab on a dramatic show instead. 
Harry B. Cohen Advertising Co. is 
the Pearson agency. 


Admen Agree 
TV Rates Must 
Eventually Drop 


TV Selling Practices 
Expected to Change 
as Stations Multiply 


New York, June 11—Television 
rates, especially television rates of 


| the future, which will be pegged 


to the recent freeze lifting, came 
in for considerable discussion at 


| the TV session of the Advertising 


AFA Convention 


Federation of America convention. 
In order to attract advertisers, 
and prevent pricing itself out of 


|the reach of most sponsors, TV 


eventually ought to be sold like 


|magazines and newspapers, with- 
| out any limitations on flexibility, 
|Henry Schachte, director of ad- 


vertising for the Borden Co., told 
the session. 


® Discussing TV’s future from the 
advertisers’ point of view, Mr. 
Schachte said that video is bound 
to cost too much if it continues to 
be sold as it is today. Now that the 
freeze is lifted, expanded network 
rate procedures will eventually 
make it impossible for most na- 
tional advertisers to use the me- 
dium. 

The addition of hundreds of new 
stations will make it unlikely for 
present network selling to be con- 
tinued, he believes. 

Television today is getting more 
study than any other medium be- 
cause of its high cost. “For the 
right job, it is sensational,” Mr. 
Schachte said, enough so to be 
worth its cost. 


® Looking at the thaw from the 


|}agency point of view, Charles E. 


(Continued on Page 80) 


‘N.Y. News’ and 


‘Mirror’ Increase 
Copy Prices to 4¢ 


New York, June 10—The Daily 
News yesterday announced a price 
increase from 3¢ to 4¢ a copy with- 
in the city limits, beginning Mon- 
day, June 16. The paper said 
“newsprint price increases and 
other production costs make this 
necessary.” 

The Daily Mirror, which has 
made no announcement as yet, told 
AA it would also go to 4¢ next 
Monday. Mirror officials said the 
paper will aiso carry new features 
and additional editorial space. 

Both papers are morning tab- 
loids. 

The New York Herald Tribune 
and Times, standard-size morning 
papers, are already getting 5¢ a 
copy. 


Campbell Keeps Video 
tor Summer Campaign 

For the first time, Campbell 
Soup Co., Camden, N.J., will use 
television to boost summer soup 
sales as a part of a concerted pitch 
for “soup as the one hot dish of 
cool summer meals.” 

The warm weather TV program 
will be “Campbell Playhouse,” a 
Hollywood produced drama star- 
ring movie names. This show will 
be seen Sundays at 9:30 p.m., EDT, 
over NBC-TV while “The Aldrich 
Family” is on vacation. Ward 
Wheelock Co. is the agency. 


NBC Radio Adds Stations 

Two additional radio stations 
have affiliated with National 
Broadcasting Co., New York. They 


are: WTMC, Ocala, Fla. and 
WIKC, Bogalusa, La. 
5 nae siamo 
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Machine Manufacturer Stays Anonymous Oregon Supern 


in Its Ads on Slip Stitched Neckties 


New York, May 10—A consumer 
campaign by a manufacturer who 
has no product to sell to consum- 
ers is being run every Sunday in 
the New York Times Magazine by 
American Machine & Foundry Co. 

The ads are unsigned and carry 
no identification. Their purpose is 
simply to educate tie purchasers to 
look for an important construc- 
tion feature—slip stitching—before 
buying a necktie. 

American Machine & Foundry 
Co. makes the stitching machinery 
(hat tie manufacturers use. Each 
juarter-column advertisement in 
the series of 26 prepared for Amer- 
ican Machine & Foundry Co. by 
Fred Wittner Advertising intro- 
duces an interesting bit of tie lore 
and stresses the point that slip 
stitching makes neckwear “look 
better, tie better, keep shape long- 
a 


® At the conclusion of the copy 
dealing with ties in general, the 
consumer is told how to make the 
Slip stitch test: “Flip back the 
folds, hold the loose dangling 
thread, and try to push the fabric 
along the thread. If the fabric 
glides up and down, the tie is slip 
stitched.” 

It is planned to extend the ad- 
vertising to other newspapers in 
the fall. Department stores and 
specialty shops are expected to use 
some of the current ads in their 
own local advertising. In the mean- 
time, reprints of the ads are being 
used by stores as counter leaflets, 


Give me a wild tie, brother, 

One with lots of sins! 

A tie that will blaze in a hectic gaze 
Down where the vest begins. 


Some may long for the soothing 
touch 

Of lavender, cream or mauve; 

But the ties I wear must possess 
the glare 

Of a red-hot kitchen stove. 


The books I read and the life I lead 
Are sensible, sane and mild, 

I like calm hats’n I don’t wear spats 
But I want my neckties wild! (Anon. 


¢ It’s really all a matter of opinion. 
But whatever your likes, make sure 
you choose a well-made tie. Just 
make this simple test: 


Flip back the folds, hold the 
se dangling thread —a 
try to push the fabric along 
the thread. If the fabric glides 
up and down, the tie is Slip 

Stitched. 


for window blowups and as en- 
velop stuffers. 


Raise European Coverage and Circulation, 


Haynes Tells Chicago 


Cuicaco, June 10—Publishers 
are missing a good bet in not culti- 
vating foreign circulation, adver- 
tising and editorial coverage. 

Members of the Chicago Busi- 
ness Papers Assn. were told this 
last night by Eldridge Haynes, 
publisher of Modern Industry and 
chairman of Tide Publishing Co. 
Mr. Haynes, who has been back 
and forth between the U.S. and 
Europe a number of times since 
the start of World War II, outlined 
several opportunities for business 
paper publishers and urged CBPA 
members to look to their foreign 
markets for increased profits. 


e Mr. Haynes listed three major 
editorial opportunities for business 
papers abroad: (1) to give infor- 
mation on new products, processes 
and methods useful to their Amer- 
ican readers; (2) information on 
marketing opportunities for Amer- 
ican manufacturers who are seek- 
ing new markets for their products, 
and (3) information on economic 
and political trends abroad which 
will profoundly affect U.S. busi- 
ness. 

In connection with his second 
point, Mr. Haynes cited Burroughs 
Adding Machine Co., which some 
time ago moved its calculating ma- 
chine manufacturing equipment 
from Detroit to Scotland. Bur- 
roughs’ foreign business, he said, 
now represents 30% of its gross 
and close to 50% of its net. 

A close watch on economic and 
political trends in Europe should 
be a valuable function of business 
papers, Mr. Haynes told the group, 
because the U.S. cannot expect to 
maintain free enterprise if it is the 
only country which practices it. 


s Regarding foreign circulation, 
Mr. Haynes said that people abroad 
look to the U.S. for leadership, and 
suggested that business papers 
could profitably use as high as 10% 
of their total circulation in foreign 
markets. 

As for advertising, he pointed out 
that America now has approxi- 
mately $60 billion more in exports 


Business Papers Assn. 
than imports. More U.S. imports 


are needed now to baiance the pic- | 


ture, he said, and many foreign 
manufacturers have products which 
would find a good market in this 
country. American business papers 
can be the answer to these manu- 
facturers’ marketing problems, Mr. 
Haynes said, through their adver- 
tising pages to introduce new im- 
ports to U.S. markets. 

New officers elected at the meet- 
ing are Frank Lederle, Haire Pub- 
lishing Co., president; Henry Mey- 
er, McGraw-Hill Publishing Co., 


v.p.; John H. Reardon, Office Ap-| 


pliance Co., secretary, and Herbert 
A. Vance, American Lumberman, 
treasurer. 


Walter Ash Named 
Chairman of Popai 


New York. June 10—Walter J.| the store’s “marvelous success” has 
Ash of Consolidated Lithographing kept him from getting more than 
Corp. has been named chairman {Ur hours sleep a night. And the 
of the executive committee of| pening” : 
Point-of-Purchase Advertising In-| Weeks to run, with full-yage ads 
stitute, Wm. L. Stensgaard of W./'Unning regularly in the Journal 


L. Stensgaard & Associates, Chi- 
cago, president of Popai, an- 
nounced today. 

Other members of the organiza- 


Stages 8-Week ©. on 
House: Sales So. 


PorTLAND, ORE., June 1( r 
Columbia Foods supern ir 
Beaverton, Ore., six mi: , 
Portland, is currently st: 
of the biggest opening « 
ever seen in this area. 

The opening is being run 


eight-week event, and wh ilers 
who supply the mercha ay 
it’s quite a job just ke« gw the 


shelves stocked. 

Built in one of the fast: v- 
ing suburbs in the state, thx 
000 supermarket threw en its 
deors May 20. Despite the storte’s 
location within a few blocks of two 


$400,- 


established chain supermarkets, 
sales the opening week were 
“many thousands of dollars above 


expectations,” according to Wes 
Ortner, manager for Bill Triplett, 
who owns and operates eight 
| supers in the state. 


s The opening was announced in 


a full-page ad in the Oregon Jour- | 


nal, with opening day hours listed 
as 2 p.m. to 9 p.m. At 10 p.m. that 
night, customers who still crowded 
the store were advised over the 
super’s public address system that 
they could come back the next day, 
but the store must close for the 
night. 

| Five thousand packages of giant 
'zinnia seed were given away to 
early shoppers, and the supply was 
exhausted early in the second day. 
An acre and a half of free parking 
space was filled, and extra police 
officers were called to help direct 
| traffic. 

| On Thursday, the second day 
| after the opening, Columbia Foods 
ran a double truck ad in the Jour- 


| 
| nal, and Mr. Ortner reported there} : 
was hardly any let-up in store|freezer-food plans are rolling along 
the opening hour|here under full steam, despite some 


| traffic from 
| through the entire weekend. Not 
}only that, he said, but also busi- 
ness continued to “smash all rec- 
ords” right through last week. 


8 A fairly accurate traffic account 
was made by handing out num- 
bered tickets at the door for draw- 
ings of prizes. Three rolls of tick- 
ets, each with 17,000 individual 
tickets, were handed out in 
first 10 days, 


visited the store daily. 


| Mr. Ortner said sales averaged 
more than $4 per customer, with 
many shoppers driving in to make 
| $35 to $40 purchases. All merchan- 
dise moved, he added, with no par-| kets with 
| ticularly heavy buying in specials. 
| The supermarket manager said 


still has four 


to stimulate traffic. 
One salesman said: “At 


shot a cannon down the 


tion’s executive committee for the they're so empty.” 


coming year include: 

Howard M. Cowee, W. L. Stens- 
gaard & Associates; Harry Fenster, 
I. Fenster & Sons; Paul Godell, 
Arvey Corp.; King Gould, execu- 
tive director of Popai; Wm. M. 
Harris, Harris Associates; George 
P. Hughes, Kindred, MacLean 
Co.; John M. Palmer, Palmer 


Associates; Mr, Stensgaard; Ches-| writer in the sales promotion de- 
ter Thomson, Einson-Freeman Co.,, partment, and Fred Lida as pro- 


and Herbert Zipprodt, Zipprodt Inc. 


Kent Moves into New Areas 
P. Lorillard Co., New York, is 
moving full speed ahead on ex- 


panded distribution for its new 
filter-tip cigaret, Kent. Using 
spreads in newspapers as 


of weeks will 


& Rubicam is the agency. 


| Agency Adds People, Space 
Morey, Humm & Johnstone, New 
York, has added Walter R. Stone, 
formerly copy chief of Peterson & 
Kemper, to the copy staff; Osmond 
| T. Baxter, formerly with Reming- 
ton Rand Inc., as copy and contact 
executive; Chandler 


previously with Stern Bros. as a 


duction manager in the Rockefel- 


ler Center office. The agency also 
has leased 33% more space in the 


Empire State Bldg. 


Hyde Bird Co. Names Lewis 


Hyde Bird Co., Waltham, Mass., 
the maker of bird houses and feed, has 
opener, Kent two weeks ago in- appointed Harold F. Lewis Adver- 
vaded the New England market. tising, Boston, to handle its adver- 
Next on the schedule in a couple tising and sales promotion. Shelter 
be Philadelphia, magazines, Sunday magazine sup- 
Washington and Baltimore. Young plements and National Geographic 


will be used. 


the 
indicating that an 
average of more than 5,000 persons 


more 


the end 
of a day, it looks as if someone had 
helves, 


Messimer, 


CHICAGO ADWOMEN—On the receiving 


line at the cocktail party given by the 


Women’s Advertising Club of Chicago, at the AFA meeting in New York, AA‘’s photo- 
grapher found retiring president Lavra Oman; P. J. Morrison, Chicago Herald 
American, who is president of the Chicago Federated Advertising Club, and Bessie 
Covert of Nation’s Schools. Below, those clustered around Morse International's 
Chairman Allen T. Preyer (second from left) are Mabel Obenchain, Famous Features 
Syndicate, and AFA v. p.; Shizuo Kinugasa, managing director, Marumiya Co., Tokyo; 
Ruth Williams, Wesson Oil & Snowdrift Sales Co., Chicago, and Cloria Dunbargar, 
Cox & Dunbargar, Detroit. 


| Grocers Doubt It, But... 


On West Coast, Freezer-Food Plans 
Report Sales Are Holding Up Well 


| Los ANGELES, June 11—The 


|troubles encountered elsewhere 
(AA, June 9). 
| Al Saffady, head of Universal 
| Food Plan and president of the Ap- 
proved Food Freezer Plans Assn., 
| Said that sales continue as strong 
| as before in most cases, and better 
| for some plans. It was on the West 
Coast that the plans got their start 
'and have had their biggest success. 
Mr. Saffady professed to be un- 
disturbed by recent OPS rulings on 


the plans, classing them alo 
with “many other attempts 
pressure groups to stifle t 
freezer-food plans.” All these e 
forts are doomed to failure, 
stated, “because this is a legit 
mate, sound industry that is he 
to stay.” 


= Regarding the May 28 OPS orde 
prohibiting finance charges of 
beef sales if the result is an over 
ceiling price, he cited two reason 
why this will not hurt sales: 
(Continued on Page 22) 


New York, June 10—Supermar- 
their “unique traffic 
advantage” can achieve near-mira- 
cles with some soft-goods lines 
and nobody should make the mis- 
'take of thinking that “you can't 
sell fashion next to fish.” 

This was the advice offered by 
Arthur C. Fatt, executive v.p. of 
Grey Advertising Agency, at a 
merchandising 
luncheon forum 
given by Parents’ 
Magazine last 
week. 

Mr. Fatt denied 
that “all super- 
markets are hot- 
footing it into 
soft-goods and 
other non-food 
lines.”” He point- 
ed out that they 
don’t have room 
enough. 

But he warned: “More and more 
supermarkets will add _ various 
items of children’s wear; they will 
do an ever-increasing share of the 
total volume in the children’s items 
they add; in some areas their com- 
petition will be severe for other 
retailers.” 


Arthur C. Fatt 


s He said it would be dangerous 
either to over-estimate or under- 
estimate what the supermarket can 
do with children’s wear. 

“My observation has been,” he 


Fashions Can Sell Next to Fish: Fatt 


went on, “that in one non-food line 
after another taken on by the su- 
permarkets, the tendency of com- 
peting retailers has been to at- 
tempt to belittle the competitive 
ability of the supermarket. 

“Therefore, while I still insist 
that the supermarkets, except re- 
gionally, are not likely to become 
dominant in children’s wear, I 
would most certainly not go to the 
other extreme and take the posi- 
tion that their competition on chil- 
dren’s wear will never amount to 
anything at all. In a few areas, as 
a matter of fact, they are already 
furnishing a degree of competition 
that the local department stores 
cannot afford to ignore.” 


@ Mr. Fatt advised children’s wear 
retailers to battle supermarket 
competition by: 

Arranging better visual displays 
of inventory—strive for self-selec- 
tion. 

Not trying to serve the last fus- 
sy 10% of their clientele. 

Fighting for a better traffic loca- 
tion in the store. 

Fighting for more 
promotion. 

Improving their fashion selec- 
tions. 

Checking price lining carefully. 

Selling managements on the the- 
ory that their departments are 
cultivating the stores’ customers 


and better 


‘of tomorrow. 
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Donahue & Coe 
Drops Stoppers 
After Squabble 


(Continued from Page 1) 
via newspaper space and radio 
spots 


® About March, 1951, when the 
product achieved national distribu- 
tion, the company came into the 
control of a new management set- 
up. The new management decided 
that television should be used, a 
decision that was hotly opposed by 
the agency. But Stoppers went 
ahead and signed up for participa- 
tion in the Cavalcade shows (Du- 
Mont), produced by Product Ad- 
vertising Corp. 

Subsequently, the agency under- 
took a survey to determine sponsor 
identification and told the client 


there was little or none. Stoppers, 
however, continued to admire TV 


and renewed the contract with 
Product Advertising. 
Still later, Stoppers went to 


Product Advertising to insist that 
the lozenge was not getting the 
point of purchase cooperation 
Product had promised and then or- 
dered Donahue & Coe to withhold 
the Cavalcade payments. 


Mr. Weir put in for 15% of the 
total amount and hijs legal ex- 
penses. 

The Stoppers management fin- 
ally acceded, after questioning his 
claim and his right to collect 15% 
in cash. 

Finally, Mr. Weir tendered the 
agency’s resignation and Stoppers 
accepted. 

Roy Allen, president of Stoppers, 


| was asked about the situation to- 


® The agency opposed this course | 
of action, apparently telling the 
Stoppers management that they 
would lose all cooperation from the 
drug chains involved in the Caval- 
cade shows and open themselves 
to possible suit. 

After last September, when its 
contract expired, Product Adver- 
tising filed suit against Stoppers 
and against Mr. Weir. 

Now, AA learned, the suit has 
been settled out of court. But not 
until after at least one hitch was 
ironed out, After Product Adver- 
tising agreed to a settlement in- 
volving cash plus Stoppers stock, 


day by AA. He declined any com-| 
ment after saying that “the dif-| 
ficulties have all been settled.”| 
Asked about the suit, he replied: | 
“We're not saying anything about} 
Bad 
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What can you do when an advertiser wants to go into television the 
worst way? Walter Weir and Donahue & Coe had this problem with 
the new management of Stoppers Inc. Eventually, this led to a law- 
suit and now, at last, to Donahue & Coe’s resignation of this chloro- 


phyll account 


bb dttncaedwaads sbbiae ie sat Page 1 


Piel Bros. won't tell why it switched agencies despite a 42% sales 
increase last year. Young & Rubicam will take over the account from 


Kenyon & Eckhardt Sept. 2. .. 


Lenakitredntwlkawee were Page 1 


Vacationers get a break this summer with the Imp, a preloaded camera 
you drop in the mail when you're through snapping pictures. You 
just sit back and wait for the prints to come back from Beaurline 


Industries 


hVPUK bewil xeenk odes cekalaeaee Page 2 


Fashions can sell next to fish, children’s wear retailers are warned. 
They also are told how to combat possible competition from super- 


markets 


ee pe ee ee Ree EN Page 3 


| Colgate’s No. 1 TV headache is finding out if the commercials really 
sell. The answers research gives are surprising and have helped Col- 
gate make television a more effective merchandising aid ....Page 44 


Light Joins Columbia 


Gerald Light, who recently re- 
signed as advertising manager of 
Emerson Radio & Phonograph | 
Corp., has joined CBS-Columbia, 
New York, as director of advertis- 
ing and sales promotion. This com- 
pany is the set manufacturing sub- | 
sidiary of Columbia Broadcasting | 
System. | 


IN THE HOMES OF MORE THAN | 


iy 


4 


400,000 


PROSPEROUS MIDWESTERN | 
FARM AND RURAL TOWN 


FAMILIES 
Capper's Week 


CAN DO A REAL SELLING JOB 


For You 


C_O 


- CAPPER'S WEEKLY 


ee 


..18 a long established family reading habit throughout this rich market 
area. For products sold either direct or through dealers, Capper's Weekly 
enjoys an outstanding reputation for dependable production of low cost 
sales. Let Capper’s Weekly make your product a family buying habit in 
these more than 400,000 Midwest Farm and Rural Town Homes. 

When you use Capper's Weekly you can reach every 10,000 of these 


's Week 


912 Kansas Avenue 


families for only 4.4¢ a line. 


Cappe 


Topeka,Kansas 


| 


| 
| 


} 


PUBLICATIONS INC. 


| Cessna Aircraft Co. credits a revised and intensified ad campaign for 


increasing airplane sales despite a severe downward industry 


trend 
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Forecasting business trends means you have to keep abreast of poli- 
tical and economic events. Burroughs Adding Machine Co.’s market 
research director gives a detailed picture of the complexities of fore- 


Votes 297 to 269 


for Commercial TV 


Lonpon, June 12—The House of 
Commons last night narrowly ap- 
proved a government proposal to 
permit commercial television on 
competing stations. 

The 297-to-269 vote endorsed the 
government's “White Paper on 
the Future of Broadcasting.” This 
calls for a 10-year extension of the 
British Broadcasting Corp.’s char- 
ter. But it would end BBC’s mo- 
nopoly, once the shortage of TV 
transmitters ends, by allowing 
competing stations to sell time to 
sponsors. 


8 Laborites opposed the plan. Firm 
orders from party leaders pre- 
vented a number of Conservatives 
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House of Commons from opposing the proposal. Many 


of both parties said they fear the 
change would result in crime shows 
and other “evils” typical of U. S 
television fare. 

Sir David Maxwell Fyfe, Home 
Secretary, denied this would hap- 
pen in Britain because the British 
are “much more mature and so- 
phisticated people than those of 
the United States.” 


SYLVIA C. BELL 

New York, June 13—Sylvia C. 
Bell, 24, assistant advertising man- 
ager of Funk & Wagnalls Co., pub- 
lisher, died June 10 in Memorial 
Hospital, Yonkers, after a short 
illness. Miss Bell was born here 
and was graduated from Mount 
St. Vincent College in 1949. She 
had been an assistant editor of the 
New International Yearbook and 


also had been associated with the 
New Standard Encyclopedia. 


2g 


Beautiful Color Work 


ADVERTISING 
AGENCIES 


...in Chicago and out of town continue 
to realize that using DOT precision engraved 
color reproductions helps to reduce 
the customary headaches of 
agency-client relations. 


Cngravers Ine. 


600 West Van Buren Street, Chicago 7 
Telephone: STate 2-5367 


Outstanding Black & White 
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2ist in a series 


Why buy the whole steer 
if you just want steak?... 


Buying a market is a lot like buying meat . . . you should always seek good 


cuts and avoid wasteful fat and useless gristle. In New York the meatiest slice 
of the market can be bought in one newspaper—the Herald Tribune. Here is 
a quality market that buys quantity—five billion dollars BIG. It’s an audience 


of people with higher incomes, more savings, securities and property . . . an ; 4 


“ 


audience that buys not only more high-priced merchandise, but buys heavily 
; at all price levels . . . a highly responsive audience because it has more wants 
and needs—and can afford to take buying action! Learn all about the Herald 


Tribune quality market and how it can make your selling easier... right now! 


NEW YORK 


Herald Tribune 


Herald Tribune families - Herald Tribune families pe Herald Tribune families ME Nevald Tribune families 
carry $7,750,000,000 in, have 330,000 gardens. ese have 525,000 checking iia make nearly 15,000,000 


life insurance of all ¢ypes. accounts. trips to the movies a year 


Statistical Source: Herald Tribune Continuing Home Study—uniquely complete analysis of 


newspaper's audience. For further data, write to Herald Tribune Market Research Department, 230 West 41st Street, New York 36, N.Y. 
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(Continued from Page 1) 
39 base period (in which the group 
averaged 6.7%). In fact, the pub- 
lishers paid a higher percentage 
of taxes (4.1%) than they earned 
Paper cost took a bigger bite, 


Banne R-HLIGe) 


@ NITE NEON-FLYING 
© SKY- BROADCASTING 


NAMP in September Will Change 
Name to Magazine Publishers Assn. 


26.1%, a figure equaled only in 
1948, but in 1948 taxes were 3.1% 
and profits 4.9% 

Actually, 1951 was the first 
peacetime year in which profits 
were lower than taxes. 


average earnings during the 1935- 
39 base period. 

Other highlights: 

ADVERTISING—The publishers 
heard John P. Cunningham, ex- 
ecutive v.p. of Cunningham & 
Walsh and chairman of the Amer- 
ican Assn. of Advertising Agencies, 
who stressed the unknown aspects 
of advertising, particularly among 
corporation boards of directors, and 
emphasized the opportunities for 
creating advertisers among com- 


| panies which do no promotion. 


s The NAMP also got a good look 
at paper companies’ profits. These 
fell off last year, down to about! 
8.5%. They are still double the 


® MANAGEMENT—George T. Gar- 
land, Baby Talk, presented the 
NAMP uniform accounting man- 


how their practices and costs vary 
with the average in the field. 
CIRCULATION—The cost study on 
which NAMP embarked with the 
National Assn. of Retail Druggists 
is still continuing, and only one 
store in the sample is unfinished. 
Some arguments have arisen over 
the method of computing turnover, 
and inventory techniques. (Inven- 
tories were originally taken near 
the end of the month, just after 
the monthly magazines came in,| 
and thus totals for magazines were | 
unjustly inflated.) These have 
now to be adjusted. NAMP con-)| 
tributed $20,000 to the study, and 


TREASURER’S REPORT—As chairman Wal- 


Advertising Age, June 16, 1952 


ter D. Fuller, Curtis Publishing Co., and 


has earmarked more money for 
distribution of the findings. | 

In other aspects on the circula-| 
tion front, the group heard that 
response to the display rack con- 


publishers’ average. For four years,| ual, by which the publishers ought 
1947-50, the seven paper companies| to be able to set up a comparable 
measured earned 10.5% on the! system of accounting, so that they 
average, or more than double their| can exchange inforraation, and see 


others applauded, Arthur S. Moore, 

Hearst Magazines, delivered his final 

treasurer's report to the National Assn. 

of Magazine Publishers convention. Mr. 

Moore held the post for 16 years, and will 

be succeeded by W. H. Eaton, American 
Home. 


AMERICAN SKY ADVERTISING CO. 


333 NO.MICHIGAN AVE” NEW YORK OFFICE 
CHICAGO) ILLINGIS 224 EAST 38TH ST 
PRONE ST 2-7487 + mu 7-6477 


| test, which ends in December, has 
| been good, that 300 applications 
| have been received, and that the 
| Magazine of Building will carry 
another spread for the contest in 
its June issue, which would be used 
in a mailing to supermarkets. 

The’ international circulation 
committee reported that $1,000,- 
000 in informational media guar- 
antees had been set up for the 
publishers to help them in con- 
|verting blocked funds. Mostly, 
|the publishers have worked in 
| western Europe, but the program 
| has now been extended to the Mid- 
dle East and some parts of the 
Far East. 


|@ On Central Registry, the circula- 
tion men heard that the public re- 
lations campaign on which the 
CRB embarked (after losing the 
Alexandria, La., ordinance decision 
in the Supreme Court) has proved 
worth while. Lowell Shumway, 
McCall Corp., pointed out that, in 
42 months of operation, a tally of 
visits of field crews and complaints 
shows that in more than 93% of 
the calis the conduct of the crews 
was acceptable. 

The circulation men also paid 
a good deal of attention to the 
question of “clearing,” the practice 
by which agencies transfer orders 
to each other. CRB has adopted a 
new rule: As of July 1, an agency 


wv i en pe en me = A 


} clearing orders for another agency 
must report the fact to CRB. 

y 

} ® The NAMP reelected Walter D. 


Fuller, chairman of Curtis Pub- 
lishing Co., as chairman for his 
seventh term. Ford Stewart, Chris- 
| tian Herald, was reelected secre- 
| tary. W. H. Eaton, American Home, 
was elected treasurer, succeeding 
Arthur S. Moore, Hearst Maga- 
zines, who is retiring after 16 years 
of service as a director and treas- 
urer of NAMP. 

Elected for three-year terms on 
the board of directors: Mr. Fuller; 
Mr. Stewart; Richard Berlin 
(Hearst); Marvin Pierce (McCall); 
A. E. Winger (Crowell-Collier) ; 
Fred Bohen (Meredith); James F. 
O'Neil (American Legion); Frank 
F. Soule (Conde Nast), and D. P. 
Hanson (Woman’s Day) succeed- 
ing Mr. Moore. 

Arnold D. Friedman, Lebhar- 
Friedman Publications, was elected 
to the board to serve out the re- 
maining year of the iate David 
Frederick's term. 


MOINES RADIO 


DES 


Ee Latest Hoopers show it again . . . KRNT, CBS Radio in Des Moines, delivers the BIG audience — Morning, Afternoon, 
‘ and Evening. You're right when you buy that very highly Hooperated, sales results premeditated, CBS affiliated 
station in Des Moines. Katz represents KRNT, The Register and Tribune station. 


size for 

every purpose. 

Sold by art, stationery 
and photo dealers 
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Young people are like adults...except 1. one important \ . 
respect. Like adults, they want to © strong and il 10d 
healthy, smart and popular (add ©’ \er successful 


e 
advertising appeals) . . . but they’re much more receptive, more easily (om | (8 
told and sold. Equipped as they are, with both the wants nd the where- 


withal, they constitute a mighty market today . . . and promise to be Group 


continuing customers tomorrow. Incidently, their hold o1: their parents’ 


hnenst-cteingp gives youngsters a mighty grip on the family purse- Rance 
strings, too! Richard A. Feldon & Co., Inc. 
205 East 42nd Street 


There's probably a proper place for your product in their favorite New York 18, N. Y. 
CHICAGO LOS ANGELES 


reading material . . . the comics books! SAN FRANCISCO PORTLAND 
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‘Family Shopper’ Bi-monthly 
Will Bow in November 

Family Shopper, 6-times-a-year 
consumer magazine for charge ac- 
count and cash customers of furni- 
ture stores, will bow in November 
with a guaranteed initial circula- 
tion of 650,000. Ad rates are based 
on $3,800 per b&w page and $5,300 
per four-color page 

Buck Publishing Co., which is 
bringing out Shopper, plans to ad- 
vertise it in newspapers in about 


‘N.Y. Times’ Boosts 
Sunday Price to 20¢ 

The New York Times on June 22 
will boost the newsstand price of 
its Sunday edition from 15¢ to 
20¢ in the New York metropolitan 
area. The Herald Tribune refused 
to say whether it will follow the 
lead of the Times. The New York 
News and Mirror have raised their 
daily prices (see story on Page 2). 

The State Journal, Lansing, 
Mich., boosts its newsstand price 


100 cities where it will be dis- from 5¢ to 6¢ June 15, and its car- 
tributed. Bozell & Jacobs is the rier price goes from 35¢ to 40¢ a 
agency week 
The Sun Shines Bright On PADUCAH— 
@ $500 Million Atomic Plant Is Going Up. 
@ Bank deposits up 76% in 1951. 
=~ @ More than 20,000 new jobs in year. 
~ She Paducah San Democrat 
28,000-Pius Paducah, Ky. Burke, Kuipers 
Daily - Sunday & Mahoney 


{Copywriter and 
{Gardner Advertising Agency, St 


Irma Proetz and 


Earle Pearson in 
Ad Hall of Fame 


Des Moines Youth Wins 
Essay Contest; Adclubs, 
Ross Roy Also Awarded 


New York, June 11—The late 
Mrs, Irma Perham Proetz, famed 
executive v.p. of 


Louis, has been elected to the Ad- 


AFA Convention 


vertising Hall of Fame, the first 
woman to achieve this honor. 

The name of the late Earle Pear- 
son, for many years general man- 
ager of the Advertising Federation 


7 


“e 


Irma Proetz 


Earle Pearson 


of America, was also added to the 
roster of famous advertising men 
which is sponsored by the AFA 
members. They are memorialized 
in a permanent exhibit in the Ad- 
vertising Club of New York. 

Their election was announced at 
the annual banquet of the feder- 
ation yesterday. 


® A number of other awards and 
honors were also distributed at the 
meeting. In addition to the naming 
of Frances Owen, art director of 
Marshall Field & Co., Chicago, as 
“Advertising Woman of the Year” 
(AA, June 9), winners of the an- 


Earth 


Pearl River, New York 


that heals 


Suppose that tomorrow you, or someone 
you love, were stricken by a deadly in- 
fection. The chances for recovery would 


be 


excellent 


because men have used 


earth molds to make medicine 


One of the most versatile of these anti- 
biotic medicines is called aureomycin. A 
top research team at Lederle Laboratories 


Division of American Cyanamid Company 


tested some 600 soils 


In these thumbnail 


gardens, they found and cultivated thou 
sands of molds 


Seoul, Korea 


One shone like gold. Lederle men found 
it bowled over bacteria; halted the growth 


of even smaller 


yerms called rickettsiae; 


attacked successfully some of the small- 


est of man's enemies, the viruses 


Meanwhile, at Lederle, samples of earth 


still come streaming in 
find an even better antibiotic 


Research might 


In the war 


against disease, there is no truce 


We are proud to be associated with 


Lederle —an organization 


dedicated 


to 


helping your doctor help you live 
is Pp y 


N. W. Ayer & Son, Inc. 


San Francisco, Hollywood, Boston, Honolulu 


Philadelphia, New York, Chicago, Detroit 


Advertising Age, June 16, 1952 


nual AFA high school essay con- 
test were announced. 

First place in the competition, 
in which more than 50,000 essays 
were entered, was won by Mac 
Bohlman, 16-year-old junior at 
Roosevelt High School, Des 
Moines. He was presented with his 
award at the Monday luncheon by 
Thomas D’Arcy Brophy, chairman 
of Kenyon & Eckhardt and chair- 
man of the essay award judges. 
Second place went to Suzanne 
Mayer of Philadelphia and third 
place to Fred Poejukl of Little 
Rock, Ark. All were present at 
the convention, 


@ Awards for advertising club 
achievement as announced by 
William K. Beard, president of 
| Associated Business Publications 
'and chairman of the board of 
judges, were as follows: 

For public relations for adver- 
tising: First award to Peoria Ad- 
vertising and Selling Club. Sec- 
ond award to Advertising Club of 
Memphis. Honorable mentions to 
the Advertising Club of the Provi- 
dence Chamber of Commerce and 
to the Oklahoma City Advertising 
Club. 

For public service through ad- 
vertising: First award to the Mil- 
'waukee Advertising Club. Second 
award to the Mansfield, O., Adver- 
| tising Club. Honorable mentions to 
the Advertising Club of Cincinnati 
and the Roanoke Advertising Club. 

For education in advertising: 
First award to the Women’s Ad- 
vertising Club of St. Louis. Sec- 
ond award to the Advertising Club 
of Greater Miami. Honorable men- 
tions to the Milwaukee Advertis- 
ing Club and the Atlanta Adver- 
tising Club. 


s At the Tuesday luncheon, Ross 
Roy, president of Ross Roy Inc., 
Detroit agency, was presented with 
|an award for outstanding contri- 
| bution to Junior Achievement by 
S. Bayard Colgate, chairman of 
Colgate-Palmolive-Peet Co. and 
chairman of the national advisory 
committee of Junior Achievement. 
Mr. Roy won the award for a 
sound film which he donated to 
the movement, explaining the JA 
| program to business organizations. 


| TV-Unlimited Inc. Formed 


TV-Unlimited Inc. has been or- 
ganized and incorporated in the 
| state of New York and will replace 
| Broadcasting Program Service, 
New York. The company will spe- 
cialize in the production of low- 
cost and syndicated television 
| shows and will work through Eu- 
|/ropean affiliates in conjunction 
with American producers and 
agencies interested in utilizing 
production facilities abroad. 


| 

| Starts Western Edition 

| Farm Journal is inaugurating a 
special western edition beginning 
July 15 to serve the area from 


Denver to the Pacific. 
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WDAF 
WDAF-TV 
Lanses Oly 


The last word in design, construction and equipment . . . spa- 
cious, inviting studios, offices and control rooms . . . a four- 
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to-one increase in physical capacity. 


Behind these ultra-modern facilities stands the time-tested 
WDAF and WDAF-TV staffs, top-rated for successful, high- 
caliber programming. 
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THE MID-WESTERN STATIONS KEYED TO COMMUNITY SERVICE x, 


Owned and Operated by The Kansas City Star Company 
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Bry-le PLUS 


NETWORS 


WINTER’S 
TALE... 
with a 
year-round 


moral 


What is so rare as a blazing hearth in June? A radio network 
scoring gains during the past winter, that’s what. And | 
why do we tell you this tale now? These gains can affect your 


selling plans any time in the year, that’s why. 


All last winter (November-March, including latest Nielsen 
reports) an increasing share of the total radio audience 

was tuned to Mutual...an 8% larger share than in the same 
months a year ago. And Mutual has the largest gain in 


share of audience among all radio networks. 


During these same heart-warming months, advertisers were 
steadily adding investments in Mutual time... 15% more 
than a year ago. And Mutual has the largest gain in adver- 


tiser billings among all radio networks. 


Naturally, it takes a full supply of seasoned advantages to 
keep these unique plusses going... advantages like the 
world’s-largest-network pattern of the most stations in the 


most markets (nearly double anybody else’s). 


And because all these advantages are stacked and ready for 
immediate use, we welcome you to a chair beside the PLUS 


fireplace now—to plan for any kind of sales weather to come. 


the MUTUAL network of 550 affiliates 
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The Cost Squeeze on Newspapers 

The latest increase in the cost of newsprint, plus all of the other 
cost increases with which newspapers have been afflicted in the past 
few years, puts a burden on the newspaper treasurer which most 

ewspaper men do not believe he can meet unaided. 

While advertising volume continues at high levels and circulation 
is generally at a peak, the simple fact is that costs have risen much 
More sharply than income. 

lo meet the situation newspaper costs will have to be pared of 
@very bit of waste. But saving pennies—for example, someone has 
Suggested the possibility of cutting columns to 11 picas from the more 
Or less standard 12—are poor and temporary solutions at best. 
Newspapers have raised their prices to subscribers very con- 
iderably within the past decade or less. To meet the newest threat 
» their financial stability, it seems quite clear that they will have 

increase their prices to advertisers. 

" and to a very large extent news- 
_ men themselves admit—that national advertising rates are 

Jready high enough. It is in the area of local advertising rates that 

new spapers are feeling the squeeze. A recent cost study by the South- 

rn Newspaper Publishers Assn., for example, indicated that in a 

Bumper of cases retail advertising was being sold at prices so near 

the actual cost of production that it was doubtful if the newspapers 

Gould carry it without losing money. 


: 


But national advertisers insist 


Speaking in broad generalities, it is becoming increasingly clear 
that some adjustment of local rates must take place if newspapers 
are to continue to take in enough money to provide the kind of 
Service which readers and advertisers demand. 

In too many instances, newspapers have been so obsessed with the 
race for linage that they have neglected to remember that bills for 
newsprint, and for ink and composition, can’t be paid with linage 
records. Carrying a record volume of retail advertising is fine, but 
if the volume is carried at a rate so low that the advertiser in some 
instances doesn't even pay for the cost of the service, that is non- 


sense. 
Reasonable adjustments in retail rate structures to meet the de- 
mands imposed by sharply rising costs seem clearly indicated. 


The Importance of Staying With ‘Em 

In last week's issue ADVERTISING AGE began publication of a ten- 
part series of articles discussing the intriguing subject of brand 
loyalty. The articles advance no opinions; they are an investigation 
of the facts. 

With the records of the Chicago Tribune consumer purchase panel 
as a guide, the University of Chicago has delved into the 1951 pur- 
chases of typical families using nine different types of frequently- 
purchased consumer items 

What makes the studies particularly intriguing is the fact that 
the Tribune statistics show not only the volume of purchases, by 
brand, but the sequence in which the purchases were made. Thus, it 
is possible to tell whether a family which bought 50 pounds of coffee 
during the year and divided its purchases among four brands, actually 
switched from brand to brand and stayed with each brand for a time, 
or whether it bought the four brands more or less indiscriminately. 

The patterns vary widely from product to product, and from 
brand to brand, which is in itself of considerable significance. But 
one conclusion seems clear already: 

To keep on selling you've got to keep on telling. Nobody ever seems 
to “own” a customer, and mighty few customers are “loyal” to a 
brand in the way the boys at the factory would like to think they are. 
There is enough competition on every purchase to keep every one on 
his toes. 


—Dick Stone, in CFAC News 


“The psychiatric diagnosis in your cose is very simple...get the h— out of the 
agency business!” 


| What They're Saying 


Hold Your Nose sumer relationships. This is a 21% 

The recent flood of products con- increase over the preceding year. 
taining chlorophyll, the deodorizer More than a quarter of a million 
|par excellence, would imply that Tequests were generated by busi- 
the United States is populated by ness firms—business men seeking 
as smelly a group of inhabitants | counsel to help avoid use of confi- 


solar system...The latest sugges-| five years ago—even 20 years ago 
|tion would deprive printer’s ink —more than 75% of all contacts 
of its characteristic perfume. It is that the bureaus had with busi- 
contended that the “objectionable” mess and the public concerned 
smell of the galley proof interferes | complaints. Today the opposite is 
with accurate proofreading, and| true. Last year 77% of our con- 
'therefore chlorophyll should be) tacts were those involving in- 
called to the rescue. If you don’t| quiries and requests for assistance. 
| watch out, one of these days your | —Victor H. Nyborg, president, Assn. 


nose will only be a facial ornament. | of Better Business Bureaus, at the 
T Talks. published | annual meeting of the Better Business 
—Type , 


| by the Advertising Typographers Bureau of Washington, D.C., May 19. 
| Assn. of America. 
| 


May issue; 


The Place of Advertising 
| Alibis for Lousy Selling The skeptic on the value of ad- 
|... It seems to me that all of the| vertising would possibly ask me 
|so-called causes for depressions | first if I knew of a business which 
lare nothing but alibis for poor! needed no advertising. As I look 
salesmanship, lousy selling. | back over nearly half a century of 
What do I mean by lousy selling? | experience in business manage- 
‘There are two examples—both of} ment, I recall no occasion when I 
|which are pretty important. One/felt that our advertising funds 
of them is making what the public were wasted; and, on the contrary, 
doesn’t want at a time it doesn’t|/I have often pondered in retro- 
|need it, in a place where it doesn’t | spection just how much faster some 
'require it, at a price which it can’t| divisions of our business might 
or doesn’t want to pay. It’s another| have grown if more money had 
way of saying you've got your in-| been allocated for more effective 
|ventories out of balance. That’s| advertising... 
lousy selling! The second is a com- Pigg eae nt are ena menace 
plete lack of creative selling. We pre en aie 
fellows collectively have been 
|hoping that the public would stand| Ng Proved Substitute 
jin line for years. We've forgotten A well-printed package may sell 
that our major task is to instill in| hosiery better than an ill-informed 
the minds of the public the value | -ajesperson. In a recent spot check 
of luxuries as well as the value of | of buying habits and opinions 
a lot of necessities they should buy. | among a group of New York bus- 
a = ero — — iness women, 53% said “salesgirls 
Inc., in a speech before the New| don’t know enough to help me” in 
York Sales Executives Club. | buying hosiery. 

When it comes to selling big 
ticket appliances, manufacturers 
and retailers agree self-service is 
out of its element. In these lines, 
there is still no proved substitute 
for the well-trained salesman. 


—Fairchild Facts, issued by Fairchild 
Publications, New York. 


Progress for the BBBs 

...The Better Business Bureaus 
last year handled 1,432,228 re- 
quests for information about a 
company, product, service or indi- 
vidual, or for assistance in solving 
problems affecting business-con- | 


as can be found anywhere in the, dence destroying tactics. Thirty-| 


Advertising Age, June 16, 1952 


Rough Proofs 


Jimmy Powers, Gillette’s TV 
sports announcer, didn’t make a 
hit with the friends and admirers 
of Pappy Walcott when he pan- 
ned the champion in his success- 
ful defense of his heavyweight 
title. 


Pappy Walcott gave a welcome 
lift to the numerous middle-aged 
gentlemen who insist they’re just 
as good as they ever were, but 
aren’t anxious to be called on to 
prove it. 


The news from New Orleans that 
newsprint can be manufactured 

| from sugar cane bagasse was sweet 
music to the ears of newspaper 
publishers who have been jolted 
by recent announcements from Ca- 


| The speculative presentation has 
become an issue in the agency 
field, chiefly because so many ad- 
vertisers like to see the copy wiz- 
ards pull their rabbits out of a hat. 


“FTC denies fair trade law helps 
the small retailer,” headlines the 
| world’s greatest advertising jour- 

nal. 
| The FTC has convinced quite a 
| few people, not including the small 
| retailer. 


“Now over 16,500 theaters run 
screen advertising,” the copy says. 
They’re already getting the best 
part of TV. 
| - 

“Utility companies reply in kind 
to Truman attack,” the news story 
| says, and if you think their re- 
| marks were kind, you don’t know 
| Mr. Truman. 


| Charles L. Whittier told the 
| Michigan Council of the Four A’s 
that the agency’s primary job is to 
create sales. 

He’s following closely the best 


| A. D. Lasker tradition. 
| 7 


Less than 15% of Chicago mar- 
garine users are loyal to one brand, 
AA reports. 
| Maybe the competitors’ adver- 
tising is just too good. 


Demand for better advertising 
| and sales work is all right, says a 
friendly critic, but it doesn’t do any 
harm to make the product better, 
too. 


e 
An Ohio advertising agency is 
looking for an executive who has 
a “feel” for copy. 
Without the slightest aid from 
Starch, Gallup-Robinson, Hooper 
| or Nielsen? 


Frances Owen, who is the AFA’s 
Advertising Woman of the Year, 
is making good on Marshall Field's 
injunction, “Give the lady what 
she wants.” 

. 


Members of the long suffering 
fur industry are grateful that Sen. 
Kefauver has turned public atten- 
tion from the mink to the coon. 

Copy Cus. 
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PHILADELPHIA, THE NATION’S . rd MARKET...1S STILL 


pace ‘ SUN OIL IN $200,000,000 EXPANSION PROGRAM! 


Already the nation’s second oil-refining center, Philadelphia is 
growing greater in this BIG industry. Sun Oil’s expansion embraces 
a polymerization plant for high-octane gasoline, plus a plant for 
lubricating oils. Other refiners are also expanding—for a total 
= projected increase here of over $600,000,000! 


STEADILY GROWING IN LINAGE THE INQUIRER IS 


IN UNDISPUTED FIRST PLACE IN PHILADELPHIA! | . the [nqu' ! ver tat 


Making daily gains in advertising linage, THE INQUIRER stays 


way out in front among Philadelphia newspapers. Today, THE n ' 
INQUIRER Leads in NATIONAL, RETAIL, DEPARTMENT STORE, mre 


we | CLASSIFIED and TOTAL sl .* ger es th 
I ” Ph ila 


o ect 
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Pa 


c Now in its 19th 
‘ Consecutive Year of Total 


aon The Philadelphia Mnguirer 


Philadelphia Prefers The Inquirer 
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Exclusive Advertising Representatives: ROBERT T. DEVLIN, JR., Empire State Bidg., N.Y.C., Longacre 5-5232; EDWARD J. LYNCH, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S. DIX, Penobscot Bidg., 
Detroit, Woodward 5-7260. Westi Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery Street, San Francisco, Garfield 1-7946 © 1127 Wilshire Bivd., Los Angeles, Michigan 0578 
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Cuarantee beginning September— 


1,800,000 


Super Markets are the fastest growing stores 
in the Food Field. 


Since 1940 anaes. Market Sales Volume has 
increased from $2,000,000,000 to over 
$15,000.000,000. 


Better Living—distributed through 
Super Markets —is the Fastest Growing 


Magazine in the Food Field. 


One Year Ago 


In May, 1951, Better Living came to life with 
1,500,000 circulation, the largest first issue 
of any magazine ever published. 


Today 


2,100,000 copies of Better Living are being 
shipped to distributors. 


Tomorrow 


The present rate of circulation growth indicates 
shipments of 2,200,000 for September, 
2,500,000 for early 1953. 


belles Living 


MAGAZINE 


Sponsored by Super Market Institute 
Backed by McCall Corporation 


230 Park Avenue, New York @ MUrray Hill 6-4600 
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‘with a 1950 L 
83,277 is the N 


in the state except the Milwau- 
kee Journal <ah testimony to effectiveness. 


Test it in APPLETON — for Details Write — Wire — Phone Collect 
— David Lindsey — General Advertising Department — 


Sterling Names Gotttred 


Sterling Brewers Inc., Evans- 
ville, Ind., has appointed Walter C. 
Gottfred, formerly with Smith, 
Benson & McClure Inc., Chicago, 
Sterling’s agency, assistant sales 
manager. Mr. Gottfred will corre- 
late sales and sales promotion 
aclivities with the agency. These 
are some of the duties relinquished 
by Charles E. Hartmetz, ad man- 
ager, who has taken a year’s leave 
of absence. 


Auftricht Joins Harold Bromel 

Gabor Aufricht, formerly with 
the product and exhibit design 
studio of the styling section of Gen- 
eral Motors Corp., Detroit, has been 
appointed chief designer for Har- 
old Bromel Associates, Detroit, 
creator and builder of merchandis- 
ing displays and exhibits. 


Air-Shields Names Ramsdell 

Air-Shields Inc., Hatboro, Pa., 
has appointed Lee Ramsdell & Co., 
Philadelphia, to direct its adver- 
tising. 


item is a small paragraph 


| ful (or was), 
| producers “are begging for orders.” 


Advertising Age, June 16, 1952 
Lifting ‘W’ Helped 
Auto Sales Greatly, 
Car Makers Report 


WaAsHINGTON, June 11—Automo- 
bile manufacturers told the Na- 
tional Production Authority last 
week that the elimination of credit 
restrictions under Regulation “W” 
helped their business “beyond ex- 
pectations.” 

The industry is asking permis- 
sion to make at least 2,500,000 pas- 
senger cars during the second half 
of the year, compared with slight- 
ly more than 2,000,000 during the 
first half. 

Deliveries of passenger cars 
amounted to an estimated 437,000 
units during May, the industry 
reported, compared with 376,000 
in April. Stocks on hand declined 
from 362,000 in April to 323,000 in 
May. 


S The auto people agreed to con- 
tinue under the Controlled Mate- 
| rials Pian for the remainder of the 
|year, rather than accept piece- 
| meal control of selected materials. 
While they expressed a belief that 
controls -could be lifted at any 
time, they said they preferred ex- 
isting controls to any modified 
plan. 

Auto people claim steel is plenti- 
and that aluminum 


They concede that copper and 
nickel remain very scarce. 


} 
created numerous 


| 


| annually ‘ 
|right Offices, only one in every 8,- 


| practices, 


TV Creates New Problems 


|in Copyrights, Book Says 


The new “television age” has 
problems in 
copyright law, according to lawyers 


| writing in “Seven Copyright Pro- 
| blems 


Analyzed,” published by 


|Commerce Clearing House, Chicago 
| ($3). The greater demand for crea- 
| tive material in television has in- 


creased and complicated copyright 
according to the book. 
of 200,000 works deposited 
in Washington’s Copy- 


Out 


'000 ever gets into court. In most 


such cases, especially those invol- 


|ving musical compositions, copy- 
|right suits usually have been un- 


| successful. 
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whole newspaper 


te 


There are thousands of items in every Item. 
Orally, that may sound like double talk. In print, how- 
me ever, the capita! ‘I’ keeps the meaning clear. 
identifies Item as a respected American newspaper. 


on any shopping list. 


Proper names always deserve capital treatment. Coke 
is a proper name-—the friendly abbreviation for 
Coca-Cola. Therefore, we ask for it the same con- 


; F it either way 
sideration you show the name of your newspaper. Ask for it ¢ @ 


. both trade-marks 
One thing more: good practice requires the owner of 
F a trade-mark to protect it diligently. Both Coca-Cola 
..,and Coke...are registered trade-marks of 
| The Coca-Cola Company. 


mean the same thing. 


THE COCA-COLA COMPANY 


So, will you make it Coke—with a capital, please. 


‘Coke 


P.S. By the way, a case of Coke is an important item 


REG US PAT OFF 
oo 


REG. U.S. PAT. OFF. 


| bert 


Among the interesting points 
brought out by the book is the fact 
that copyright protection for radio 
and TV programs extends mostly 
to what can be called a dramatic 
| performance. Under this inter- 
| pretation, books and poems may 
|sometimes be read over the air 
| without constituting an infringe- 
|ment, but sermons, lectures, ad- 
dresses, dramas and musical works 
are protected. 


McConnell, Eastman Names 3 


McConnell, Eastman & Co. has 
made three appointments in its 
Toronto office. E. L. Ruddy, for the 
past five years with the public re- 
lations and advertising division of 
Massey-Harris Co., Toronto, has 
been appointed account executive 
and counselor on agricultural re- 
search. Walter S. Nugent and Ro- 
L. Hanley also have been 

named account executives. Mr. 
Nugent has been active in sales 
| promotion and advertising for the 
past 8 years and for some years 
operated a food sales agency. Mr. 
Hanley has been associated with 
Hugh C. MacLean Publications 
Ltd. and B. M. Engineering Co. as 


jad manager. 


Coty Drives in Canada 

Advertising for Coty’s solid co- 
logne and Coty’s new Shakti deo- 
dorant in liquid form will break 
during July in 22 Canadian dai- 
lies. To supplement the newspaper 
campaign, single column insertions 
will be ordered in five English and 
two French magazines. Canadian 
Advertising Agency, Montreal, is 
the agency for Coty (Canada) Ltd., 
Montreal. 


U.S. Rubber Boosts York 
Arthur M. York, staff member 
of the public relations department 
of United States Rubber Co. since 
1946, has been promoted to assis- 
tant director of public relations. 
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COMPANION HOLDS 9-YEAR LEAD IN SELLING IDEAS i 


“Outstanding Result Story!” says Edward J. Breck, V. P. of John H. Breck, Inc. 


ay oe ee ak mor 


As General Manager of one of the most successful To sales minded executives like Mr. Breck, the 
firms in the toiletries industry, Mr. Breck is vitally (OMPANION’S timeliness makes a strong appeal. sa 
interested in an editorial policy that moves women 
to decisive action. 


te eS 


For it explains why this magazine’s young, growing, 
“buy most” audience offers advertisers the top value 
COMPANION representative Oliver Drummond shows in the women’s service field today! 
what this means in reader confidence, and how such 
editorial influence is reflected in buying influence, too. 


cou (z\()MPANION 


CIRCULATION: MORE THAN 4,300,000 


THE CROWELL-COLLIER PUBLISHING COMPANY—PUBLISHERS OF COLLIER’S, THE AMERICAN MAGAZINE, WOMAN’S HOME COMPANION 
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WHAT HAPPENS WHEN I 


“MISSOURI MULE TRADER” Ferd Owen: 
“After appearing in LIFE, I got letters from people 
all over the world who wanted to buy my mules.” 
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DIXON'S CHILI PARLOR had a 65% business rise the month 
LIFE pictured Pres. Truman eating there, Says owner Vergne 


Dixon: New customers still come in mentioning LIFE’s picture.” 


NEWSPAPERMAN Roy A. Roberts, pres. and gen’! mgr. of The Kansas City Star: “Of extreme importance in 
these troubled times is LIFE’s impact for national unity. LIFE lifts our thinking, especially in the interna- 
EQUESTRIENNE Linda Baker was in LIFE story on “American tional field, and on domestic problems as well, from a sectional and geographical level to a national plane. 
Royal,” a Kansas City sportsman’s show. Results: she got 750 
letters, Paramount Pictures made a movie short on the show. 


CAB DRIVER Bill Barkowsky: “LIFE shows things BISHOP Edwin V. O'Hara: “LIFE’s marvelous re- 
and places my wife and I probably wouldn't have productions of Christian art have contributed to the 


ever seen... from machine guns to foreign palaces.” knowledge of Christian faith through the centuries.” 
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BOARD CHAIRMAN C. A. Reynolds of the H. D. Lee BUYER John Troup: “1 was in the market for a new 
Co.: “LIFE’s influence on sales is so powerful that thou- motor, and when I saw Western Auto's Wizardized 
sands of our dealers tie in locally with our advertising.” Engine in LIFE, I came right in here to see it.” 


Ev’ rythin’s up to date 
in Kansas City. They've gone 
about as fur as they cn go!” t 
Since Oscar Hammerstein II wrote 
the above for‘‘Oklahoma!” they ve 
gone about as fast as they can go. 


Just in 1951, Kansas City opened 
the Starlight Theatre... completed 


the new Ford plant... finished over 
8000 housing units...and boosted ¢jTY MANAGER Cookingham 


its metropolitan area population to (shown at left,above, with Mayor 
well over 800,000 residents. And Kemp):*WhenLIFEtellsastory, 
the fact that nearly half these peo- —_ the event is etched on the mind.” 


ple read LIFE helped the city’s 
hustling retailers to sell over a million dollars’ worth of goods. 

For LIFE’s role in Kansas City is the same as-in city after city 
across America; LIFE entertains and enlightens—showing half of all 
Americans* the newest ideas and inventions in art and science, the 
newest faces and fashions in the world about them, the newest prod- 
ucts and services to make their lives more enjoyable. 

As a result, LIFE has a tremendous effect on the way people live 
and enjoy life, buy and sell goods. Spread before you is a sampling of 
LIFE’s effect on its 318,357 readers* who live in Kansas City. 


*From A Study of the Accumulative Audience of LIFE, by Alfred Politz 
Research, Inc. A LIFE reader is any person who has read one or more of 
thirteen issues. 


ARTIST Arthur Kraft, at work on mural for the Muehlebach Hotel: MACY'S Pres. Richard G. Roth: “We check LIFE each week for merchandise ideas : 
“LIFE brings its many readers the best in art, realizing a nation is only and then display and advertise them, because we know they not only pay off in immediate 
as strong as its cultural heritage.” Over half the nation reads LIFE.* sales, but start strong buying trends.” Over 17 million women aged 20 to 44 read LIFE,.* 


tCopyright 1950 by Richard Rodgers and Oscar Hammerstein Il. Williamson 
Music Lne,, owner of publication aud allied rights. Used by permission. 
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Advertising Age, June 16, 1952 


o Street & Smith Publications will sales followed such inquiries. More e U.S. News & World Report 
™ have its Air Progress Annual on than 8,000 officials were sent ques- which had a gain of 238 pages over i 
Along the Media Path sale Aug. 29. Pertinent data: tionnaires which asked whether the period, has put out a brochure 
newsstand price, 50¢; circulation the information they requested had documenting its growth during 
claimed, over 100,000; rates, $500 been received promptly, how it had 1951. 


for a b&w page. been received, whether any of the 
products were bought, etc. 


Postum Sponsors ‘Bob Trout’ 


General Foods Corp., New York, 
has bought a five-minute radio 


e The Broadcast Advertising through the new device. Two oper- Th 
Bureau pulls out all the stops in ators punched the copy in the : r 
its new 11x16" brochure showing Chicago editorial offices. The tape 


Penton Publishing Co., 
Cleveland, has issued acomprehen- @ Business Week reports a gain of 
radio's coverage “Take Toaur\l «ane & . om ‘ . Sive study on what happens after 373 ad pages for the first four 
Choice.” a color booklet, gives sta- a tc oe cae inquiries are made to its magazine, months of 1952. The magazine says A gee ny Bob Trout three 
tistics on audience size and de- was siahesiuiieolion sot wei oie New Equipment Digest. The sur- its four-month total of 1,832 pages ro Prone gto = 
tee ane Ph YRe vey, which was made over ; i ads ; . mers ianaminS. ~~ oe ly 3. FOS 
h was made over a period leads all other general, general be featured. Time was bought 


scribes radio in such subdued I : : 
»y the receiving device , i j j 
terms as “vast, enormous, Im- ~*~ of four years, showed that 2,488 business or news publications. through Foote, Cone & Belding. 


mense, growing, multiplying, uni- 
versal, widespread and common.” 
All BAB member stations got the 
brochure and extra copies are 
available at $2 each 

. 


aie tennessee 


e The Daily Banner-News, Mag- 
nolia, Ark., put out its third an- 
nual Oil and Progress edition on 
June 5. The issue consisted of 
seven sections and 56 pages and 

Suburban radius of approximately 50 miles W 


was sold for the special price of 
10¢ ... With 66 towns... is Trading Zone 


e KDKA.. Pittsburgh, says its late 
night program, Ed King’s “Party 
Line,” has brought mail or phone 
comments from 44 states. The sta- 
tion is now publishing a newspa- 
per for the program's listeners. 


Advertisers are offered one-min- “ ° 
ute participations. In Th Ch q 
@ NBC Spot Sales is out with a e ronwe e s 
- 
San Francisco 


San Francisco . . . 44-square 
mile area... is City Zone 


w promotion book reminding ad- 
rtisers that personal savings are 
‘tty high and warning that “the 
dam of consumer resistance may 
“ak completely at any time.” 
e time to tap this market, says 
C, is during the summer. The 
dium? The eight TV stations 
répresented by NBC Spot Sales. 
ve Garroway’s “Today” gets a 
boost in the book. 


WCBS-TV reports that sales in 
seven-week period ending May 
passed the $1,000,000 mark. 
rge R. Dunham, general sales 
nager, suggests this might be 
record for a local television sta- 


if 

@®@The Museum of Modern Art in 
Né@w York is exhibiting a series of 
pa@ster ads placed by the New York 
Times in subway and suburban 
PaBroad stations. Calkins & Holden, 
C@flock, McClinton & Smith cre- 
at@éd the posters, described by the 
m@seum as “the most artistically 
significant institutional advertising 
design being done in America to- 
day.”’ The posters will be shown 
through July 6 


@ CKLW, Detroit, got congratula- 
tory messages from leading gov- 
ernment officials when it cele- 
brated its 20th birthday on June 1 


@ Vend has become one of the first 
trade magazines to use the tele- 
typesetter. The automatic vending 
magazine put out its June issue 


SEND FOR OUR UP-TO-DATE 
1952 EDITION OF THE 


STORY OF BAYONNE 
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“BAYONNE CANNOT BE SOLD 
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Benson Joins Colton Co. 

Arnold Benson, formerly with 
Grey Advertising and J. Walter 
Thompson Co., has joined the copy 
staff of Wendell P. Colton Co., 
New York. 


Gets Bridgeport Fabrics 

Henry A. Loudon Advertising, 
Boston, has been appointed to han- 
dle advertising for Bridgeport Fa- 
brics, Bridgeport maker of Inner- 
Seal weatherstripping and 
weatherstrip cushion for overhead 
garage doors. 


Canadian Direct Mailers Vie 

Provincial Paper Ltd., Toronto, 
is once more sponsoring a search 
for the 25 Canadian direct mail 
leaders. Direct mail material pro- 
duced between Sept. 1, 1951, and 
Aug. 31, 1952, is eligible. The con- 
test closes Oct. 1. 


Promotes Mervyn Christie 

Mervyn G. Christie has been 
promoted from assistant to the 
president to general manager of 
National Business Publications 
Ltd., Gardenvale, Que. 


Buys Slice of ‘Gabby 
Minute Maid Corp., 
has bought the Wednes: 
of NBC-TV’s “Gabt 
Show.” The series tele 
day through Friday, 
p.m., EDT. Ted Bates 

York, is the agency. 


Sanson to Ben Sackh 

Sanson Hosiery Mill: 
York, has appointed Be: 
Inc., New York, to han 
vertising. Dorland Ad 
New York, is the previ 


‘ayes’ 


York 


Lever Announces 


pene Five Promotions 


s Mon- 


o., New 


m 


agency 


15-5: 36 


, ave 


ckhein 


New York, June 10—The Lever 
) division of Lever Bros. Co. made 
five promotions last week as it 
continued to realign its operations 
(AA, June 2). 


G. Walter Laborie, formerly 


Ww . 
, general promotion manager, has 


its ad- become sales manager; J. Harvey 
rtising, Howells, formerly ad manager of 


the Jelke division, moves in as ad 


—“Best Circles” 
families buy more... 


buy quicker! 


® because 9 out of 10 new homes are 


| Agpacmarg are people. But people 
built in the Trading Zone 


aren't necessarily customers 
(which takes money). ® because 70% of new car sales are 
What we mean by “best circles” is cus- made in the Trading Zone 


tomers—the people you must reach to 
move merchandise in profitable volume. We suggest you look at circulations in 
the whole of our market. 

In our particular market—the San 
Francisco Bay Area—you can’t pick 
out “best circles” families by simply 
checking the City Zone circulations 
of San Francisco’s four newspapers... 


We advise you to look at the way 
leading local department stores (Macy’s 
San Francisco, for example ) and top spe- 
cialty shops buy newspaper space here. 

And we invite you to look at The 
Chronicle—for character and contents 
that select people who are customers! 


®@ because 2 out of 3 market families 
live in the Trading Zone 


The CHRONIC 


San Francisco's 


“Best Cj ” "++ Cont 
. Circles famili acts 


in Francisco, Loe Angeles 


Statistics from Sales Management's copyrighted survey ; 
Bay Area Council research ; California Dept. of Motor Vehicles 


manager of the Lever division; 
John A. Blum leaves his post as 
assistant to the president to be- 
come merchandising manager; 
William H. Harr, formerly budget 
manager of the finance division, 
has been named marketing service 
manager, and Howard Bloomquist 
goes from advertising brand man- 
ager to general manager of the 
promotion division, and will oper- 
ate on a company-wide basis. 


John Lima Joins Ideal 

John Lima, formerly with Hill- 
man Publications, has joined the 
Ideal Women’s Group, New York, 
as an account representative spe- 
cializing in the women’s fashion 
field as well as handling general 
accounts. 


Zonite Names Buckalew 

Zonite Products Corp. New 
York, has appointed Robert D 
Buckalew general sales manager 
Mr. Buckalew previously was sales 
manager for Schnefel Bros. Corp., 
Newark manufacturer of La Cross 
manicure implements. 


ADA- tora 


(No. 1 of a Series) 


HOW TO SELL 
‘EM AT HOME 


If your experience is like that of s¢ 
of our nationally known clients, 
heartily endorse HOME.TO-HO} 
DISTRIBUTION. Because ‘Hom 
Home” reaches your prospects 
and where they are most vulnerable 
and there, in their homes, you get 
divided attention. 


ADofAcan get your sample or mes: 
or coupon into every home you wa 
reach .. . local or statewide, or nati 
including Canada! Our trained, 
formed staffs (male or female, as 
require) operate under strictest 
supervision. 


Yes, HOME-TO-HOME distribu 
answers many problems. Dealers 
tomatically stock up to meet sure 
develop demand. Sales spurt... and 
repeat sales are the pay-off. 


We handle this service to meet your 
needs. Various modifications (from 
straight ring-and-leave to actual, 
personal hand-in-and-explain) are 
fitted to your product and planning. 


If you are considering HOME- 


TO-HOME DISTRIBUTION, 
just phone our nearest office: 


ADVERTISING 


DISTRIBUTORS OF 


AMERICA, ING. 


NEW YORK 17 
400 Madison Ave. MUrray Hill 8-6500 
CHICAGO 5 
624 S. Michigan Ave. HArrison 7-0678 
DETROIT 26 
834 Bagley Ave. WCodward 2-1174 
PHILADELPHIA 7 
314 North 13th St. MArket 7-5944 
PITTSBURGH 22 
243 First Ave. GRant 1-1100 
SAN FRANCISCO 3 
809 Mission St. GArfleld 1-1066 
LOS ANGELES 15 
1227 S. Olive St. PRospect 3064 
CANADA: TORONTO, ONT. 
1158-64 Dundas St., W. Lakeside 2017 
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On West Coast, Freezer-Food Plans 


bership has been the misrepresen- 
tations of possible savings. This 
stems not so much from any loss 
of sales, explained Mr. White, as 


that he’d do well to join the frozen 
food bandwagon. 

The advice comes this time from 
Progressive Grocer, which devotes 


Report Sales Are Holding Up Well 


(Continued from Page 3) 

1. In most plans, even when fi- 
nancing costs are added, the final 
cost is below ceiling 

2. And, even if the final cost is 
over ceiling, that fact is of no con- 
cern to the food plans because they 
are not collecting the interest. The 
bank is 

Checking the point that interest 
charges on financing of food pur- 
chases are no concern of the food 
plan operator, AA’s reporter held 
the wire while one operator called 
the Bank of America. He reported 
that the bank sees no connection 
between the two transactions. 
Banking regulations permit them 
to charge interest, and they will 
continue to do so until some ruling 
is made on the subject 


® The plan operators pointed out 
that they have been working 
closely with the OPS office in Los 
Angeles and that the government 
agency has been “fair” to them. 
However, the operators did as- 
sail another OPS ruling which for- 
bids plans to require purchase of 
a freezer before a buyer can get 
beef items in quantities. Their 
meral reaction was: “It’s a pres- 
play by grocery interests to 
e customers back into the but- 
che: shops 
Mr. Saffady declared: “We'll 
just tell Mrs. Jones if she doesn’t 
want to buy a freezer that she is 
frée to buy whatever she wants at 
thé provision house 
But she won't get home de- 
livery, reduced prices or any of 
other special services under the 
zer plan. They're just not en- 


tied to it.” 


” check with several freezer dis- 
utors here revealed no appre- 
»le change in sales, but a dis- 
ting vote was cast by Sam 
ite, secretary of the Southern 
CMifornia Grocers Assn. Admit- 
tifg he has nothing specific to base 
it¥on, he expressed the opinion 
that sales of the plans have “flat- 


t sd out.” 
rocery groups claim that after 


thé first full-freezer purchase of 
food is used, people are going back 
ey for replacement. Mr 


ite explained: “Darn few want 


14th in Effective 
Buying Income per Capita 


among Soles Management's 
162 Metropolitan County Areas 


if your TV schedule covers the 
first 100 markets according to 


Effective Buying Income per | | 
Capite, then the Quad-Cities | / 
market is among the leaders on | | 
your list. Over 234,000 Quad- | 1 
Citiens hove the income to sat- ] 
isfy their tastes to a luxurious | 
degree. And WHBF-TV is the | | 
only TY station in Illinois out. | 
side of Chicago. f 
les Johnson, V.P. and Gen. Mgr. § + 
Oe = ¥ a wei. 


WHEBF :: 


/ TELCO BUILDING, ROCK ISLAND, ILLINOIS 


ented by Avery Knodel Inc 


as they did the first time. 
He added tha’ he sees no long- 

term implications for food markets: GROCERS URGED TO SELL 

in the freezer-food plan develop-| MORE FROZEN FOODS 

ment. Actually, he said, the great- New York, June 10—The retail by Industrial 

est worry of the association mem- | grocer is being told once again frozen food sales in 1951 averaged 


” 


profiteering. 


it does from the impression people its June cover story to the re- 
are likely to get that, if quoted markable growth of frozen foods. 
\ savings of 30% and 40% are pos- Packers and distributors of frosted 
as much food at one time sible, then the grocer has been foods have been handing out this 
advice freely for some time now 
(AA, March 10). 

Joseph J. Trout’s article in the 
grocer magazine quotes an estimate 


Advertising Aye, June 16, 1952 


“better than 40% over 1950.” Mr. 
Trout adds “indications are that 
they will be surpassed in 1952, and 
that the end isn’t yet in sight.” 

For retailers interested in capi- 
talizing on this situation, Progres- 
sive Grocer asks: 

Are present frozen food cabinets 
adequate? Is best use made of 
frozen food display space? How 
many brands can be successfully 
handled? Are frozen foods prop- 
erly handled? 

The article also takes note of the 


Picked ~ speed in ‘Ab and ‘49 


The baild-ep started in 1945 


Doubled the ’45 mark in ‘52 
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freezer-food plans, pointing out 


that “whatever their merit or fu- 
ture, they have sparked tremen- 
cous interest in frozen food re- 
tailing at all levels of the indus- 
try.” The magazine reports that 
many retailers have borrowed “the 
methods of the plan and are push- 
ing case lot and other large quan- 
tity sales.” 


® Mr. Trout, an associate editor of 
the magazine, writes that frozen 
food sales “are now estimated to 


account for between 2% and 3% 
of America’s total food sales.” 
However, he warns the grocer that 
“he has no cause for patting him- 
self on the back” if he exceeds 
these figures. He points out that 
stores “making the most of their 
frozen food departments report 
percentages ranging from at least 
5% to better than 7%.” The Na- 
tional Assn. of Retail Grocers re- 
ports frozen foods account for 
5.42% of total sales in member 
stores (AA, April 14). 


Radio Writers Guild S«:s 
Strike on 3 Nets for Ju » 2 
The Radio Writers 
part of the Authors 
America—has set a stri.» of staff on their own time 
news writers and conti: ‘ty writ- : 
ers against three radio 1 tele- 
vision networks for . 2 
spokesman said 67 staff iters of 
ABC, CBS and NBC we 
directly, and that free-li 


ruild—a ing literary rights 


works to discuss guil 


A Raytheon Adds Division 


Raytheon Mfg. Co., 

volved Mass., has set up an international 
| ° broad- division to handle its foreign busi- 
cast writers had promis ipport. ness. Ray C. Ellis, v.p. who has 

The spokesman said ‘he strike been serving as manager of the 
was based on refusal cf the net- equipment sales divisions, 
‘emands head the new branch. 


... effectiv V 
ry 1953 issue, Boys 


740000: 


An all-time net paid circulation high for BOYS’ LIFE 
and the biggest slice of the American boy market 
gazine . . . 2,000,000 boy 


17 ev 


_ delivered by any mi 
ont, 
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2 Park Avenue, New York 16, N. Y. 
9 West Washington Street, Chicago 2, Ill. 
80 Boylston Street, Boston 16, Mass. 


2412 W. Seventh Street, Los Angeles 5, Calif. 
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for payment of a commercial fee Minneapolis Papers 


for news writers working on spon-| 
sored programs and for improv- 
for dramatic 
‘gue of writers creating original material 


Elect Swan V.P., 
General Manager 


MINNEAPOLIS, June 10-——Joyce A. 
Swan, who has been v.p. and busi- 
ness manager of the Minneapolis 
Star & Tribune Co., was promoted 

|today to the newly-created posi- 
tion of v.p. and general manager 
of the newspaper company. 

| As such, according to John 
Cowles, president, editor and pub- 
lisher, Mr. Swan will have the 
same responsibility for the papers’ 
business operations that Gideon D. 
Seymour, who was reelected v.p. 
and executive editor, has over 
news and editorial operations. 


s Stanley Hawks, a v.p., also was 
elected secretary at the annual 
meeting, succeeding the late Har- 
old E. Perkins. 

Howard Mithun, company at- 
torney, was elected an assistant 
secretary to replace Arthur Bal- 
lantine Jr. Mr. Ballantine and his 
wife, a daughter of John Cowles, 
have purchased the daily Herald 
Democrat and tri-weekly News of 
Durango, Colo., and are moving 
there to become publishers of the 
papers. 

Gardner Cowles was reelected 
| chairman of the board of the Star 
& Tribune Co. and Lyle K. Ander- 
son v.p. and treasurer. 


Spadea Sues King Features 
Spadea Syndicate Inc. Ni 
York, has filed a $500,000 t 
against King Features Syndicate 
Inc. and Reader Mail Inc. in N 
York state supreme court. Def 
dants are charged with unfair cc 
petition in their new mail or 
dress pattern business. Spa 
claims that the use of the na 
“American Designer Pattern,” 
“American Designer Series” 
King Features and Reader 
violates Spadea’s rights in 
“Well-known and establish 


‘American Designers Patte 
business.” 
‘Auto Laundry World’ Bows 


Auto Laundry World, n 
monthly with controlled circu 
tion of 20,000 among operators 
auto laundries, service statio 
garages, truck, bus and taxi fle 
will bow during June. It is p 
lished by Auto Laundry Wo 
Publishing Co., Roselle Park, N. 
Base advertising rate is $325. M 
ton J. Kaye is business mana 
and Richard Strunsky is editor, 


i 
Lee 
Mack 
Marshall, 


|| is a very familiar number 
|| to readers of the Cincinnati 
|| Times-Star. Reason for our 
readers’ familiarity with this 
number: the Big 8 featured 
in Continental Baking Com- 
pany’s Times-Star adver- 
tisements pointing up the 
eight body-building ele- 
ments in Wonder Bread. 
|| We're pleased and proud, 
‘| Mr. Marshall, that Wonder 
Bread’s entire Cincinnati 
newspaper linage comes to 
the Times-Star. Thank you! 
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How many magazines 
= have DOUBLED 
m their subscribers 
m since 1942? 


Any magazine, well established 

ten years ago, that can show a 

& 100°) inerease, is growing much faster 
Ba: than the American public. 


os U.S. population gained 15%. The difference 
ye between 15% and 100% reflects that something 
ve special which the Order of Elks and 

The Elks Magazine deliver to more than a 
million men with incomes twice the 

national median. 


You reach these men 
of class incomes 
at mass ratesin... 


ee a a a 
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Exterminator Corp. 
Starts Campaign to 
Push New Vaporizer 


PHILADELPHIA, June 11—A new 
editorial-style campaign with full 
pages in 14 farm, dairy and poul- 
try publications is being scheduled 
for the end of June by Extermin- 
ator Corp. of America for its Mor- 
ton vaporizer. 

The new campaign stresses com- 
plete protection from insects, tells 
the price and features a mail or- 
der coupon in the lower right cor- 
ner of the page to test farmer re- 
action to the new 7-oz unit. 

Reason for the editorial style is 
to “squeeze as much information 
into one page as possible and yet 
make it readable.” 

Company spokesmen told AA 
that, if this test proves successful, 
they plan to expand the trade 
paper campaign and go into con- 
sumer magazine space for the first 
time. 

Philip Kiein Advertising Agency 
is handling the drive. 


Librarians Elect Armstrong 

The advertising division of the 
Special Libraries Assn. nas elected 
Mrs, Florence Armstrong, librarian 
for Ross Roy Inc., Detroit, nation- 
al chairman. Other officers are 
Mrs, Vera Halloran, J. M. Mathes 
Inc., New York, vice-chairman; 
Mrs. Elizabeth R. Boutinon, Mc- 
Kinsey & Co., New York, secretary, 
and Hazel Conway, Dancer-Fitz- 
gerald-Sample, New York, treasur- 
er. 


NBC-TV Names Surles 
Larry Surles, formerly of WOR- 
TV, New York, has joined the staff 


: | New York + Chicago * Detroit + Los Angeles of NBC-TV spot sales in New 
sf York. 
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Getting Personal 


Hugo Gernsback, editor and publisher of Radio-Electronics, New 
York, flew to Europe June 8 for a six-week tour in the course of 
which he is speaking before the Paris conference of the Syndicat des 
Industries Radioelectriques and making an address simulcast by 
Emission Tele-Paris France’s principal TV station, and a radio hook- 
up... 
Arthur Arlett observed his 7th anniversary as an account execu- 
tive with the San Francisco office of West-Marquis the week he 
took office as president of the San Francisco Adclub. ..Donald R. 
Dawson, who heads his own agency in Portland, Ore., has been 
named public relations chairman for the Portland YMCA. ..Edith 
Johnson, who has been executive secretary of the Vancouver, B. C., 
Advertising & Sales Bureau for many years, is resigning to become 
Mrs. John Hare on June 27... 


founder and president of East Baltimore Boys, 
played host to kids of the old neighborhood, he also marched in a parade led by 
the fife and drum corps of St. Leo’s parochial school. That's the Baltimore agency 
president holding up the front of the drum; ahead of him, clashing cymbals, is Mayor 
D’Alesandro, who also grew up and still lives in East Baltimore. 


ON PARADE—When Joseph Katz, 


New fathers at WORZ, Orlando, Fla., are Eugene D. Hill, v.p. and 
general manager, and William Murrell Jr., secretary-treasurer, both 
of whom celebrated the arrival of sons during the week of May 12.. . 

A father-son picture in the May issue of “Illinois Alumni News” 
shows James M. Cleary, v.p. of Roche, Williams & Cleary, Chicago 
(U. of Illinois, 1906), with his son—also James M.—class of 1953... 
After 20 months of active service with Southern California’s 40th 
Infantry Division, Worth Larkin has returned to his post as head 
of publicity at the Los Angeles Chamber of Commerce. He served 
for 13 months in Japan and Korea... 

Lt. Comdr. Leon Seelig, president of Seelig & Co., St. Louis agen- 
cy, has been spending two weeks on active training duty at the 
Naval Training Station, Great Lakes, Ill.. .Harvey Struthers escaped 
from the responsibilities of running WEEI, Boston, for a two-week 
holiday on Cape Cod. ..WEEI’s sales promotion director, Charles 
B. H. Vaill, has an article on cane pole fishing in a new Prentice- 
Hall book, “The American Fisherman’s Guide,” which is edited by 
William Bueno. The article appeared originally in Outdoors in 
1941 


LANTERN LUMINARIES—One of the foursomes at the annual golf outing of the Lan- 
tern Club of Boston pauses for the camera on the Weston Country Club grounds 
From left to right are William Hamann, U. S. News & World Report; Ernest Clark, 
media director, Henry A. Loudon Co.; Paul Hanson, National Geographic; and David 
Tibbott, advertising director, New England Mutual Life Insurance Co. Robert Davis 
of Parents’ Magazine and Myron Eostwood, general manager of Hoag & Provandie, 
Boston, are this year’s winners of silver cocktail shakers, with a low net of 72. 


1908, C. A. Patterson, now publisher of American 
American Motei Magazine, Chicago, or- 
of Building Owners and Managers. At 
he served as secretary 


On Aug. 10, 
Restaurant Magazine and 
ganized the National Assn 
that time editor of Building Management, 
of the association for its first seven years. At the 45th anniversary 
banquet of the group, held in Chicago and attended by some 1,500 
owners and operators of office buildings throughout the country, 
he was honored for his founding and nurturing of the association in 
its early days... 

Daniel W. Kops, v.p. and general manager of WAVZ, New Haven, 
was honored as “The Outstanding Young Man of Connecticut” at 
the annual dinner of the Connecticut Junior C. of C. in Hartford. .. 

New fathers in Los Angeles are James W. Christopher, partner 
in Hill & Christopher, whose first-born has been named Thomas 
Keane (for an ancestor who signed the Declaration of Independ- 
ence), and By Colvig, of ABC’s sales promotion staff, who acquired 
a daughter on June 2... 
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to a richer, more rewarding life—get a very warm Je" reception from Holiday's 
more than 850,000 top-income Lp open-minded families. Yes, Holiday readers See 


are the most active, most responsive, most imitated people in every community! 


HOLIDAY — means pleasure and pleasure means business! 
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| cacior, bettor...in the Big § 


With the October issue, Progressive Grocer goes Big—gives you a bigger advertising page to 
sell the Big Dollars in the food industry—the mass retailers who take in three out of every 
four food dollars in America. 


q > Want to sell super markets? Sure you do! Because super markets do 39.8% of the 
q food store business. That’s why Progressive Grocer—the BIG BOOK in the FOOD 
| : INDUSTRY~—gives you BIG super market coverage. 

5 7 

; Want to sell chains? Sure you do! Because the big three and the other chains do 38.1% 


| of the food store business. That’s why Progressive Grocer—the BIG BOOK in the 
FOOD INDUSTRY~—gives you BIG coverage in the chains. 


mt Want to sell superettes? Sure you do! Because the key superettes do 36.1% of the food 

x store business. That’s why Progressive Grocer—the BIG BOOK in the FOOD 

) | INDUSTRY-—is BIG with superettes. 

qi ° ® 

q Only in Progreseive Grocer a you do the big job of 

be selling... because only Progressive Grocer is big enough g 


in every way fo cover the Big Food Industry. 


4 To do a big business with the big food industry, you’ve got to do business with the 
PB big volume super markets and superettes (chain and independent)—the 23% of the stores 
q —that do 75% of all the retail food business—Progressive Grocer’s Big Dollar Sellers. 


Progressive Grocer alone gives these big markets the kind of business-building in- 
formation they need, like “Food Facts,” the annual monumental industry study—like 
“Super Market Sales and Margins,” called the most important super market study ina 
decade—like its great study of “Drugs and Toiletry Sales in Food Stores,” explosive 


rocket of mass drug sales. 


| Progressive Cirocer go 
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BIG- FOOD INDUSTRY 
Book of the food 1induchy 


a er 


NOW, , 7 * 10° 

ADVERTISING PAGE 
125% more 
SELLING AREA 


MAKE YOUR RESERVATION NOW 
for the BIG October March-of-Progress issue — the 


exciting, thrilling record of twenty-five years of 
progress — dramatic merchandising reporting — and 
a challenging look at your stake in the biggest, 


$ fastest-growing retail business in the world. 
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Bromotion 


Pabst and Five Food 
Manufacturers Plan 
Big Co-op Promotion 


Cuicaco, June 11—Starting on 
the Fourth of July and continuing 
through Labor Day, the Pabst 
Brewing Co. and five major food 
manufacturers will conduct a co- 
operative advertising campaign. 

Foods featured in the two-month 
“Picnic Values” promotion will be 
Armour’s Treet, Campbell’s pork 
and beans, Borden’s cheese, Swift's 
frankfurters and National Biscuit's | 
Ritz crackers. | 

Consumer advertising will start 
with a full-page in Look on July 
15 and a spread in Life on July 21, 
both with full-color illustrations of 
both food and beer. TV promotion 
will consist ef commercials on the 
Pabst Wednesday night fight pro- 


grams 


® Radio support for the promotion 
will be given on Pabst’s two newly | 
signed radio shows. These are “Bob | 
& Ray” (NBC, Fridays, 8: 30-9 p.m., 
EDT) and “Night Beat” (NBC, 
Thursdays, 10-10:30 p.m., EDT). 
Pabst will start sponsorship of the 
programs on June 27 and July 3, 
respectively, for a period of eight 
weeks. 

Retailers tying in with the picnic 
will receive bin-type 


chandisers with interchange- 
» card inserts, window banners 


ami streamers, shelf markers, 
@héck lists, case stickers and ad 
mats 


Warwick & Legler, New York, 
hafdles the account. 


Céck ‘n Bull to Shane 
ock ‘n Bull Products, Los An- 
s maker of ginger beer, has ap-| 
ted Leonard Shane Agency, 
Angeles, to handle its adver- 
ig. Television, radio and news- 
rs will be used 


Ad Agencies Set Conference 

he annual national conference 
he Trans-America Advertising 
ney Network will be held at 
Frown Palace Hotel in Denver 


Jue 16-18. 


p= 


Heads A. CG. Spalding 


of 


\ 33-vear career man has been elected | 


to head up A. G. Spalding & Bros. 
Ine. The firm has eleeted William T. 
Brown, president. He is one of 430,540 
regular readers of The Wall Street 
Journal. 

Mr. Brown started in the company’s 
main office at Chicopee, Mass., in 1919, 
At one time he was in complete charge 
of the company’s advertising. In 1937, 
he became vice president of manufac- 
turing operations. Throughout his ca- 
reer, Mr. Brown has recognized the 
value of being well informed about 
business affairs. “That's why,” he says. 
“I read The Wall Street Journal every 
working day.” 

Prominent in Field 

A. G. Spalding & Bros., Inc., are lead- 
ing manufacturers of athletic goods 
and equipment. The firm is typical of 
the many business concerns whose ex- 
ecutives are Wall Street Journal read- 
ers. These are companies whose opera- 
tions require timely, useful informa- 
tion on which to base production, 
selling and buying plans. ( Adve.) 


Ross Opens Kansas City Oftice 

Ross Advertising, St. Louis, has 
opened a new branch office at 
Kansas City. Lawrence A. Brill, 
formerly associated with Potts- 
Turnbull Advertising, Kansas City, 
has been appointed manager. 


Alan Radcliff Forms Company 
Alan L. Radcliff, formerly mer- 
chandising director of Duane Jones 
Co., New York, has formed Alan 
Radcliff Co., New York, for the 
marketing and merchandising of 
consumer packaged products. 


Standard Oil Boosts Graham _ | Abert Elected V. P. 

Standard Oil] Co. (Indiana) has| Donald B. Abert, business man- 
elected David Graham, financial ager of Journal Co., publisher of 
V.p., a director of the company. Mr. the Milwaukee Journal and oper- 
Graham at one time served five ator of WTMJ and WTMJ-TV, 
years in London as a director for Milwaukee, has been elected a v.p. 
J. Walter Thompson Co. of the company. 


NBC Appoints Loeber 


Robert Loeber, formerly a mem- 


Hoke Inc. to Lewis Agency 
Hoke Inc., Englewood, N.J., 


maker of fluid control equipment, ber of the ABC Chicago promotion 
has appointed Lewis Advertising, staff, has joined the promotion de- 
Newark, to handle its advertising. partment of WMAQ and WNBQ, 
H. W. Fairfax Advertising, New Chicago NBC radio and television 


outlets. 


Advertising Age, June 16, 1952 


Garret Switches Agencies 


Garret Laboratories Inc., Clifton, 
N. J., maker of Iodise corn remover 
and other products, has switched 
its account from Dowd, Redfield & 
Johnstone, New York, to Herbert 
W. Cohon Co., New York. 


MacLean Named Ad Manager 


_ Charles W. MacLean, formerly 
| with What’s New in Home Eco- 
nomics, has been named advertis- 
ing manager of Practical Home 
| Economics, recently purchased by 
| Scholastic Magazines. 


| York, is the previous agency. 
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Sterling Makes 2nd 
Attempt at Selling 
Aspirin for Kids 


New York, June 12—Several 
years ago Sterling Drug introduced 
a children’s size Bayer aspirin. The 
company’s advertising emphasized 
that the new product was not 
chocolate-covered or flavored or 
otherwise disguised—thus to keep 


medicine with candy and taking it 
by mistake. Despite heavy promo- 
tion, sales were disappointing. 
After two or three years of trying 
to make it move, Sterling discon- 
tinued distribution of the product. 

This week Sterling made another 
bid for the small fry aspirin mar- 
ket with a reversed approach. The 
company began a major advertis- 
ing campaign for a new child’s 
size, vanilla-flavored, cherry-pink 
colored Bayer aspirin. 


started Monday, with 
early morning radio : 
devoted to the children’ 
age. At the end of thre: 
regular Bayer and the 
size will share the spc 


ws The same pattern v 
lowed in radio network 
For three weeks all of 
commercials on “La 
(Mutual); “Stella Dall 
and “My True Story” 


youngsters from 


confusing the! A three-week saturation drive 


go to the new product. 


Bayer’s 
s being 
e pack- 
eeks the 
ildren’s 
hedule. 


be fol- 
motion. 
ie Bayer 

Fair” 
(NBC), 


‘*8C) will 


ter that, 


the two sizes of aspirin will split 
the time on these shows. 

Supplementing the radio promo- 
tion will be small space news- 
paper ads in all major markets to 
be followed by copy in women’s 
service magazines. 

To secure immediate distribu- 
tion, Bayer mailed two free pack- 
ages of the flavored tablets to ap- 
proximately 53,000 independent 
and chain retail druggists through- 
out the country. Retail price is 15¢. 

Billings for this sizable promo- 


On March 27, 1899, Marconi astounded a group of friends by 
sending signals with his system of wireless telegraphy for a 
distance of 30 miles. News traveled slowly in 1899 and it was 
many weeks before Marconi’s feat was known to the entire 
world. It is doubtful, even in his wildest dreams, if Marconi 
could have envisioned the vast use we make of his principles 


of wireless telegraphy in radio broadcasting today. 


Just 25 years ago, the STORER BROADCASTING COMPANY was 
born in Toledo, Ohio. Its major precept was—and is—that 
broadcasting in the public interest would be its number one 
responsibility. During the past quarter century all STORER 
BROADCASTING stations in the eight markets where they are 
located have adhered to that principle. For this reason the 
people who live in those eight markets listen to and believe in 
STORER BROADCASTING stations. Our number one responsibility 
has become our greatest asset. That is why advertisers who 
want results use STORER BROADCASTING COMPANY stations 


—the stations listeners believe in. 


.. amame lorenember 


STORER BROADCASTING COMPANY 


WSPD, Toledo, O. e WWVA, Wheeling, W. Va. © WMMN, Fairmont, W. Vo. ¢ WAGA, Atlanta, Ga. 


WGBS, Miami, Fia. 6 


WIBK, Detroit, Mich. * 


WSAI, Cincinnati, O. 


WSPD-TV, Toledo, O. © WJBK-TV, Detroit, Mich. @ WAGA-TV, Ationta, Ga. @ KEYL-TV, San Antonio, Tex. 


NATIONAL SALES HEADQUARTERS: 


488 Madison Ave., New York 22, Eldorado 5-2455  * 


230 N. Michigan Ave., Chicago 1, FRanklin 2-6498 
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tion will be shared by Dancer- 
Fitzgerald-Sample (radio) and 
Thompson-Koch Co. (print). 


Glassware Jubilee Set in Fall 


The 1952 American Glassware 
Jubilee, staged by the Glassware 
Institute of America, New York, is 
set for Oct. 6-11. Free sales aids 
will go to all retail outlets and in- 
clude display banners, window and 
interior display suggestions, radio 
spot announcements and _ scripts, 
ad layout suggestions and advertis- 
}ing mats. Slogan for the jubilee is 
'“Glassware for Gracious Living.” 


Predmore Joins Blitz Agency 

Polly Predmcre, formerly with 
Butler-Emmett, Portland, Ore., 
agency, Columbia Broadcasting 
System in San Francisco, and Aero- 
| gram Studios, Hollywood, has been 
named copywriter for Blitz Adver- 
tising, Portland, Ore. 


‘Lite’ Names Bahrenburg 
William Bahrenburg, formerly on 

the sales staff of Country Gentle- 

man, has joined Life’s New York 


| sales staff. 


¥ 


7 
| House & Garden readers 


are home-owners... 


own their homes 


17% | 


rent 


Subscriber survey, 1951 
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Department Store Sales... 


Downward Trend Reversed in May 


WASHINGTON, June 10-—-Depart- 
ment store sales made their best 
showing of the year during the 
month of May 

The Federal Reserve Board re- 
ports volume in the week ended 
May 31 was 1% higher than the 
corresponding period last year 
While not much of an increase, the 
figure represented the fourth 
straight week in which sales have 
either topped or. equaled the 1951 
mark. 

The upturn im sales was fairly 
general, with New York remaining 


PEPARTMENT STORE 
~~ SALES INDEX ~ 


”* 1947-49 equals 100 


Week to May 31, 
Week to June 2, 
Week to May 24, 


52*..p95 
"51*....94 
52*..104 
Week to May 26, '51*..100 
Week to May 17, '52* ...99 
Week to May 19, ’51*....99 


*Not adjusted seasonally 
pPreliminary. 


sore spot. Sales in the New York 
trict were off 15% from 1951 in 

last week of May and in New 
rk City itself, they were off 


@Biggest gains were the 43% in 
S@n Diego, 32% in Augusta, 24% 
im Wichita, and 22% in Atlanta 


: 

2 % Change from ‘SI 
Week Ended 

eral Reserve May May May 
rict and City n YT at 
ITED STATES ” rs ! 
ston District —? . ” 
w Haven 2 0 7 
ton 1 2 1 
well-Lawrence 2 10 3 
ingfield 6 0 3 
™ rovidence 1 2 4 
w York District —_ —7 —15 
jewark 11 4 2 
Buffalo 0 2 4 
iNew York & r-—9 21 
ochester 16 12 8 
yracuse 1 r-5 9 
fladeiphia District --t 3 * 
Whiiadeiphia 4 2 3 
Gleveland District —t re —1 
Akron 5 4 13 
Mincinnati 0 0 6 
i. eland 6 8 2 
Columbus 6 7 2 
Toledo 12 8 2 
ie 0 8 1 
Pittsburgh 6 4 3 
hmond District ! 1 % 
wshington 2 3 0 
Baltimore 4 5 4 
Atlanta District s vo i? 
Birmingham 5 16 5 
Jacksonville 5 82 - 
Miami 1 16 9 
Atlanta 5 623 22 
Augusta 45 44 32 
New Orleans wo 17 6 
Nashville 3 2 l4 
Chicage District —i r—3 2 
Chicago 8 4 2 
Indianapolis 2 7 8 
Detroi 3 4 2 
Milwaukee 3 2 3 
St. Leuis District $ 6 % 
Little Rock 12 12 2 
Louisville 7 7 9 
St. Louis Area 1 4 1 
Memphis 0 4 a 
Minneapolis District ” 2: —# 
Minneapolis 1 1 6 
St. Paul 1 1 3 
Duluth-Superior 3 18 1 
Kansas City District 7 rt 4 
Denver 3 1 6 
Wichita 19 a 24 
Kansas City 8 9 7 


NEGROES SPEND 
$15 BILLION A YEAR! 


DO THEY SPEND IT 
ON YOUR PRODUCTS? 


You can get your share of this vast and 
wealthy market—reach Negroes the way 
they want to be reached—through their 
own Race publications—the newspapers 
and magazines they welcome into their 
homes and read constantly. Negroes are 
intensely loyal to the advertisers they see 
in their own publications—give this mar- 
ket an urge to buy that they'll respond 
to! Stop overlooking $15 billion— Negroes 
buy what you sell—if they read about it 
in their own publications! For full details 
write Interstate United Newspapers, Inc., 
Fifth Ave., N. Y., serving America’s 
leading advertisers for over a decade 
for @ publication that sells 


the cream of this rich market, ye can't beat 
the New Courier--read 1,600. Negroes in 


42 states cach Coles a. ' ne 
section, and news section help make bd 
r Tell the 


1ea's most complete weekly 
Negro—you'l) sell the Negro! Aet now! 


Westside 
Los Angeles 7 #2 12 
Oakland 4 13 5 
San Diego 13 “4 43 
San Francisco 2 ll 4 
Portland 1 4 4 
Salt Lake City —-# 4 1 
Seattle ‘ 4 # 7 
St. Joseph —9 —12 -—6|_ Spokane 6 6 12 
a ta 
Dallas District mm 613 9) Data not available 
Dallas 14 5 5|, : 
E] Paso 18 7 —1) "News Record’ Names Bibb 
Fort Worth 12 12 4) ones a . 
Houston 15 22 14| . William C. Bibb Jr., formerly on 
San Antonio 4 5 11] the sales staff of J. L. Stifel & Sons, 
San Francisco District 5 rai 10! has been named to the advertising 
Los Angeles Area 5 | sal . ar i 
Downtown | Sales staff of the Daily News Rec- 
Los Angeles 0 3 —11 ord, a Fairchild publication. 


F&SER Appoints Walker 

Edward T. Walker III, formerly 
with Van Auken, Ragland & Stev- 
ens, Chicago, has joined the me- 
chanical production department in 
the Chicago office of Fuller & 
Smith & Ross. 


‘Journal’ Promotes McMullen 
Joseph E. McMullen has been 
promoted to production manager 
of the Milwaukee Journal, succeed- 
ing the late John P. Keating. Mr. 
McMullen has been assistant pro- 
duction manager since 1947. 


Eisner Appointed A.E. 


William F. Eisner, formerly as- 
sistant ad manager of the Delta 
power tool division of Rockwell 
Mfg. Co., Milwaukee, has been 
named an account executive of 
Maercklein-Nelson, Milwaukee 
agency. 


William Brand to Cory Snow 

William Brand & Co., Williman- 
tic, Conn., maker of insulating ma- 
terials, has appointed Cory Snow 
Inc., Boston, to direct its advertis- 
ing. 


METALWORKING PRODUCTION SOLVES THE RIDDLES OF 


The sparks fly at the American Welding and Man- 


ufacturing Company as titanium-alloy rings for 


General Electric jet engines are flash welded. 


how to conquer an ornery... 
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Opens Market Research Firm 

Leonard J. Bisbing, formerly 
professor of marketing and direc- 
tor of the marketing department 
at Marquette University, Milwau- 
kee, has opened his own market 
research organization, “Bisbing 
Business Research,” at 436 W. Wis- 
consin Ave., Milwaukee. 


Names Frederick Goebeler 

George Schneider & Co., New 
York beverage producer, has ap- 
pointed Frederick J. Goebeler sales 
manager. 


Gregory handled the account. 


ters in Hollywood. 


CBS Spot Sales Will 
Handle WCBS Sales 


New York, June 12—WCBS, the 
key station of CBS Radio Division, 
this week abolished its sales staff. 
This function will be taken over 
by CBS Spot Sales, which already 
handles the station in all markets 


Carl Ward, general manager of 
WCBS, said the move was taken 
to enable CBS Spot Sales to ex- 


'Hammarstrom Named A.E. CVA Corp. Promotes Sager 
Charles A. Hammarstrom, for- Max Sager has been; © moted to 
merly with Katz Agency, New assistant sales manage of CVA 
York, has been named account ex- Corp., New Yerk. He ~ 5 eastern 
ecutive with Keystone Broadcast- division manager. Mr. ger will 
ing System, national transcription supervise sales of Rc Cresta 
network. He will work in the New Blanca and other C’ brands 
York office. throughout the East. 
Oak Rubber to Brown Agency NBC-TV Promotes Ed. iarde 
Oak Rubber Co., Ravenna, O., William Doty Edouar «© has been tside N Y 
has appointed Brown Advertising, promoted from sales re; esentative outside New York. 
Akron, to direct its advertising. to manager of NBC-TV =pot Sales’ 
Previously, the late Thomas M. western division, with headquar- 
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Even stronger than some alloy steels and much lighter... impervious to corro- 
sion ... able to keep its strength at temperatures many other metals can’t take... 
titanium is industry’s new wonder metal. But its eagerness to combine with al- 
most every other natural element also makes it tough to work with. Grind it, and 
titanium tries to dissolve the grinding wheel. Machine it with a carbide tool, and 
it fights to eat the carbon in the tool. Weld it, and in a spectacular shower of 
white-hot sparks it gulps for all the oxygen it can reach. 


For the latest reports on working with titanium, metalworking production ex- 
ecutives turn naturally to the pages of American Machinist. And this magazine 
has been abundant in its help. Our first special report on “How to Work 
Titanium and Its Alloys” appeared in June, 1951, and gave metalworking pro- 
duction executives their first definitive round-up of production experiences and 
progress with titanium. This article has been followed by other farsighted articles 
on the forming, grinding, forging, drilling, and turning of titanium, as well as by 
the brilliant report in our May 26 issue on “How to Weld Titanium.” As the 
horizons for titanium broaden rapidly, these articles are Metalworking’s most 
complete source to the facts about titanium as a production metal. 


And Metalworking will continue to turn first, and most often, to American 
Machinist for the latest news and ideas about titanium. Over 29,000 production 
executives in the biggest of all industries .. . each one a paid subscriber .. . know 
that no other metalworking publication gives them as many production facts and 
new ideas as this one does. . . whether these facts and ideas be about the working 
of titanium, or about any of the hundreds of other subjects important to them. 


When you want to increase your sales to the giant Metalworking Industry, make 
sure the power and impact of American Machinist work for you. The advertising 
values this magazine offers underwrite the r why almost 700 companies 
put more advertising dollars into American Machinist than are invested in any 
other metalworking publication. 


THIS 1S A GOOD PLACE 
TO DO BUSINESS 

WITH AMERICA’S BIGGEST INDUSTRY 

McGraw-Hill Building, New York 36 


Published every other Monday 


Member of the Audit Bureau of Circulotions ond the A d Business Publ 


The McGraw-Hill Magazine of Metalworking Production 


31 


pand its coverage of New York 
agencies and advertisers and re- 
duce duplicate calls from two dif- 
ferent sales staffs calling on the 
same agencies. 

Four of the station’s salesmen 
will be absorbed by the spot sales 
staff. Two others are being 
dropped. Named to join spot sales 
were Don Miller, former WCBS 


| sales manager, and three salesmen, 


Kent Patterson, John Crandall and 
Tom Gorman. A fifth man—Sam 
Maxwell, former eastern sales rep- 


| resentative for WBBM, Chicago 
also has been added to the staff. 


Norman Howden to Rumrill 


Norman M. Howden, formerly 


science editor for the Rochester 
Democrat & Chronicle, has joined 
Charles L. Rumrill & Co., Roches- 
ter, where he is in charge of the 
agency's publicity department, A 
science writer since 1946, Mr. How- 
den received the George Westing- 
house award for the best science 


| writing in U.S. newspapers during 
1950. 


iN dvertising 
Manoget 


"i selected 
GAS 


.. . because the editorial con- 
tent of GAS is packed with — 
actual operations information, 
the know-how and why of 
methods and techniques, the 
kind of reading gas men like. 
The high readership of this ac- — 
tive, interested audience means t 
better results from our adver-— 
tising.” i 


... and because GAS has 


> Largest circulation both in total 
copies and in copies to gas com- 
pany readers—92%, is to individ- 
val readers. 


Its circulation reaches the men 
who have authority to buy—the 
same men your salesmen contact. 


> Circulation Verification is Two- 
Fold. 96.53% Verified by C.C.A. 
for list accuracy. 93°/> Verified 
for Readership by independent 
audit 


v 


Authoritative editorial coverage 
backed by 26 years experience. 


More editorial and advertising 
pages per issue than any other 
Gas Industry Publication. 


vv 


A circulation increase of 79°/, 
in 10 years has kept pace with 
the growth of the industry 


4 


Lowest advertising rate per 
thousand circulation, plus com- 
plete industry coverage. 


GAS & eae 
a 


A JENKINS PUBLICATION 
198 So. Alvarado Strewt 


los Angeles 4, California 
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Hanes Names Sturmer V.P. _ charge of sales of Hanes Hosiery Reed Joins Sales Builders | Funk Joins Perlite Institute 'Fleer’s ‘Pud’ Goes 
Frederic E. Sturmer, formerly Mills, Winston-Salem, N.C. Mr.| Dolly Reed, formerly beauty edi-| Richard S. Funk, formerly copy 
merchandising manager of R. J. Sturmer previously had been with | tor of McCall’s, has joined the ad-| chief of a Cleveland agency, has on Television for 
Reynolds Tobacco Co., has been yee trade poy gee of The be pa department of Sales; been named head of the newly cre- 
appointed a director and v.p. in American Weekly in icago. uilders Inc., Los Angeles, distrib- | ated public relations department of 
te ; utor of Max Factor Hollywood) Perlite Institute, New York, na- Dubble Bubble Gum 
makeup and Signature men’s tional association of ore producers PHILADELPHIA, June 12—The 


LU BRO CK grooming products. and processors. | Frank H. Fleer Corp. is going into 
| televisi ‘ 
TEXAS Cohen Appoints Mosman | Posner Gets 3 Accounts aon ‘on gin at e . ‘te | 
ohn E. Mosman, who recently; Posner-Zabin Advertising, New , te - 
: A valanche-Journal resigned as supervisor of radio and| York, has been named to handle | abate Sabian campaigns on 


ABC CIRCULATION TV for the Philip Morris account the advertising of Kinax Cameras, 
B* 46, 000 


The television show, “Pud’s H 


OVER at — Co., has been named v.p.| Paris; Modern Manner Clothes, Seine Party.” | Rondon 
in charge of radio-TV at Harry B.' and Capitol Studio Couches Inc.,|*#TIze Farty, is a new anima 
- Rep. TEXAS DAILY PRESS LEAGUE, INC. Conon Advertising Co., New York.| both of New York. children’s participation program 


which will make its bow over the pis 
ABC network on June 21. It will | 

be aired each Saturday from 11:30 { 
to 11:45 a.m. under the emceeing 
of Tod Russell. 

The advertisin® schedule also 
calls for %th column placements in 
the Western Family starting July 
24 and the August issue of Family 
Circle. These ads will be used as 
a test to evaluate the grocery store i 
distributed publications as they 
apply to Fleer’s multiple pack units 
of Dubble Bubble. They will run ; 
in every other issue of Western 
Family and regularly in Family 


NEWS Circle. i ; 

| 
Sane: Tals Fe ® Copy will be of the testimonial 
Is IN variety featuring children of fa- ‘ 
mous personalities. This aims at | f 
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THE adult and juvenile readership. In 
addition to the supermarket maga- 
SUMMER zines, Fleer’s will continue its cam- 
paign using bi-monthly insertions 
me in Life, Look and The Saturday 
AIR Evening Post. Also included in the 
| schedule are half-page full-color 
ads in comics magazines. 1 
‘an The television program will give i] 
a different panel of talented : ; 
Fan youngsters the opportunity each : 
week to demonstrate their ingenu- F 
| 
| 
| 
i 


a 
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=y-¥ 
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\ 
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ae 
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~ ity in charades, quizzes and panel 
‘ discussions. A highlight of each 
telecast will be the appearance of | 
“Pud,” the comic strip character 1| 
who appears on every Fleer Dubble : 
Bubble gum wrapper. } 
Another feature will be prize | 
awards for the most talented of 
the youngsters on the program. The i 
' 
} 
| 


, 
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Politics 


" | show will originate from the stu- 
: ad } l (l dios of WFIL-TV, ABC affiliate in 
’ Philadelphia. 

Lewis & Gilman, Philadelphia, is 


the agency. 


. 
out-of-home 
if ‘League’ Names Conover 

° Junior League Magazine has 
Extra values this summer for named William Conover, formerly 
with Conde Nast Publications, ad- 

- vertising and business manager. 
local RADIO news advertisers The magazine, which has not seri- 
ously solicited advertising since the 
end of World War II, is being re- 
vamped. B&w pages will cost $600 
beginning in October, with four- 


listening 


—————— nee 


The hottest election year in two decades means that news — the people's — ~~ — oe. ene j 
a ? . i. ai : . . 2 , forme editor of Ba } 
By favorite Radio fare —will pull bigger audiences than ever this summer. foe and fwe t Six, is the aaa 
b With 25,500,000 auto radios and 34,000,000 secondary and portables — editor. 
; people wherever they go will be listening to local Radio news. Chicago Marketers Elect : 
a . Robert J. Lavidge, partner of 
For instance, did you know that: Elrick, Lavidge & , ag haem 
: “ P . |elected president of the Chicago 
; 73% of all people with TV sets turn to the Radio for news? ‘chapter of the American Market- 
Families with TV sets listen to thelr auto radios 7 times as 2 OG. te Avene rh my 
much in the afternoon as those without Tv?” and Eugene C. Pomerance, Foote, 
E oun : , ‘ - ene Cone & Belding, v.p.s; Harold F. 
bs These and other pertinent facts about local Radio news are in the “NEWS IS IN Driscoll, Bell & Howell, treasurer, 


and Nancy C. Cooley, Chicago 
Certified Interviewers Assn., sec- 
retary. 


St. Louis Adwomen Elect 
pot ad CS Bonnie Drewes of the market 
research department of D’Arcy 


: aes! Advertising Co. has been elected 
2 30 Rockefeller Plaza, New York 20, N.Y. president of the Women’s Adver- 
WNBC New York tising Club of St. Louis. Other of- 


THE SUMMER AIR™ booklet available at your nearest NBC Spot Sales office. 


CHICAGO CLEVELAND WASHINGTON ficers elected are Josephine Hick- 
3 SAN FRANCISCO HOLLYWOOD wMa@ Chicago — ley, advertising director of C. V. 
; DENVER ATLANTA CHARLOTTE KNBC San Francisco Mosby Co., v.p.; Henrietta Baker, 
‘Sp < WTAM Cleveland Eagle Stamp Co., secretary, and 


Leonora Allen, Oakleigh R. French 


! 

! 

! 

! 

! 

! 

; 

! 

i 
;  W@Y Schenectady- Sponsors ‘Inner Sanctum’ 
' 

a 


representing RADIO STATIONS: KOA Denver | & Associates. treasurer 
wee Washington | - : 
Albany-Troy Pearson Pharmacal Co., New 


York, is sponsoring “Inner Sanc- 
jtum,” which returns to the CBS 
airways Sunday, June 22, 9:30-10 
p.m., EDT. Ennds chlorophyll tab- 
lets and Eye-Gene eye drops are 
to be featured. Harry B. Cohen 
Advertising Co., New York, is the 
agency. 
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Advertising Age, June 16, 1952 


Coming 
Conventions 


June 16-18. American Marketing Assn., 
conference, Netherland Plaza Hotel, Cin- 
cinnati. 

June 16-19. National Advertising Agen- 
cy Network, annual management con- 
terence, Skytop Lodge, Skytop, Pa 

June 22-26. Advertising Assn. of the 
West, annual convention, Olympic Hotel, 
Seattle 

June 23-25. Newspaper Advertising Ex- 
eculives Assn., summer meeting, Daytona 
Beach, Fla 

June 27-29. Northwest Daily Press Assn., 
annual summer meeting, Madden Lodge. 
Brainerd, Minna 

June 29-July 2. National Industrial Ad- 
vertisers Assn., annual conference. Palmer 
House, Chicago 

Sept 11-13. Newspaper Advertising 
Managers Assn. of Eastern Canada, an- 
nual convention, Mount Royal Hotel, 
Montreal, Que. 

Sept. 28-Oct. 1. Assn. of National Ad- 
vertisers, fall meeting, Hotel Plaza, New 
York. 

Oct. 2-4 Advertising Typographers 
Assn. of America, 26th annual meeting, 
Grover Park Inn, Asheville, N. C. 

Oct. 3-4. Pennsylvania Newspaper Pub- 
lishers’ Assn., annual convention, Penn 
Harris Hotel, Harrisburg 

Oct. 4-7. Mail Advertising Service Assn., 
International, annual convention, Shore- 
ham Hotel, Washington, D. C. 

Oct. 5-9. Advertising Specialty Nation- 
al Assn., annual convention and specialty 
fair, Palmer House, Chicago 

Oct. 8-10. Direct Mail Advertising Assn., 
35th annual conterence, Shoreham Hotel, 
Washington, D. C 

Oct. 12-15. Pacific Council, American 
Assn. of Advertising Agencies, annual 
convention, Arrowhead Springs Hotel, 
San Bernardino, Cal 

Oct. 13-14. Inland Daily Press Assn., 
annual meeting, Congress Hotel, Chicago. 

Oct. 13-16. Printing Industry of Ameri- 
ca, 66th annual convention, Chase Hotel, 
St. Louis 

Oct. 19-22. Western Classified Advertis- 
ing Assn., Mission Inn, Riverside, Cal 

Oct. 20-21. Boston Conference on Dis- 
tribution, Hotel Statler, Boston 

Oct. 20-21. Agricultural Publishers Assn., 
annual meeting, Chicago Athletic Club, 
Chicago 

Oct. 20-23. Financial Public Relations 
Assn., annual convention, Hotel del Coro- 
nado, Coronado, Cal. 


Nov. 20-22. Southern Newspaper Pub- 


lishers Assn., annual convention, The 
Greenbrier, White Sulphur Springs, W. 
Va. 

Dec. 7-11. Outdoor Advertising Assn. 


of America, 55th annual convention, Con- 
rad Hilton Hotel, Chicago. 

Dec. 27-29. American Marketing Assn., 
conference, Palmer House, Chicago. 


Zwirner Heads ABP Group 

Henry Zwirner, circulation man- 
ager of Fairchild Publications, 
New York, has been elected pres- 
ident of the National Circulation 
Round Table, circulation wing of 
Associated Business Publications. 
He succeeds John N. Carlin, cir- 
culation manager of Progressive 
Architecture and Materials & 
Methods, both Reinhold publica- 
tions. Robert R. Rountree, circu- 
lation manager of Printers’ Ink, 
has been elected v.p 


ABC Adds Seven Stations 


Seven more radio stations have 
affiliated with American Broad- 
casting Co., New York, for a total 
of 330. The list: KROP, Brawley, 
Cal.; KREO, Indio, Cal.; KYOR, 
Blythe, Cal.; KANE, New Iberia, 
La.; WGYV, Greenville, Ala.; 
KOWB, Laramie, Wyo. and 
WKSR, Pulaski, Tenn. 


Champ Hats Names Siegel 
Champ Hats Inc., Philadelphia, 
has appointed Milton Siegel mid- 
western sales manager, with head- 
quarters in Chicago. Mr. Siegel 
joined Champ in 1938 as its Chi- 
cago sales representative. He is 
being succeeded by Robert Loew- 
inger, formerly a district sales 
manager of the Adam Hat Co. 


Proposes Standard Catalogs 

The U. S. Department of Com- 
merce has submitted to drug and 
pharmaceutical manufacturers, 
drug chains and allied drug trades 
recommendations for the simpli- 
fication and standardization of the 
physical aspects of drug catalogs 
for wholesale and allied drug 
trades. 


Moves Los Angeles Office 
MacManus, John & Adams has 

moved its Los Angeles office to 

6399 Wilshire Blvd 
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English Agency Expands 
with Two Branches in U. S. 
Graham & Gillies Ltd., London, 
England, has established two 
branch offices in the U. S. One 
branch is located at 8845 W. Olym- 
pic Blvd., Beverly Hills, and the 
other at 250 Park Ave., New York. 
Executive staff for the Ameri- 
can operations includes William 
Gillies, London, president; Fred 
Ludekens, San Francisco, chair- 
man of the board; Roland E. Ja- 
cobson, Los Angeles, executive v.p. 
and general manager; Winslow 
Carlton, New York, treasurer, and 
Richard B. Aldcroft, Los Angeles, 
secretary. 


Copper Brite Plans Drive 


Copper Brite Inc., Los Angeles, 
this fall will launch what is ex- 
pected to be the largest campaign 
ever conducted for a copper pol- 
ish. Ben Sackheim Inc., New York, 
recently appointed to replace Da- 
vis & Co., Los Angeles, as the com- 


pany’s advertising  ency, is in 
the midst of planni the drive. 
Copper Brite, which kes copper, 
brass and stainless ‘eel polish, 
has been using bu: ess papers, 
newspapers and spot dio and TV. 
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Pet Milk Backs Ed 


Ralph Edwards’ “” 
sequences” will retu 
waves June 17 over } 
sponsorship of Pet 
Louis. The program 
ber McGee and Mol! 


been dropped by P_ Milk. It is 
not clear yet whet! the audi- 
ence participation st will be a 
summer or a perma ont replace- 
ment. Time—Tuesd at 9:30 
p.m., EDT—was bousht through 


Gardner Advertising 


Gerber to D’Arcy Agency 
Advertising for Gerber-Ogilvie 
Baby Foods Ltd., Niagara Falls, 
Ont., will be directed in Canada by 
D’Arcy Advertising ©o., Toronto. 


Three Name Chernow Co. 
Chernow Co., New” York, has 
been appointed to direct advertis- 
ing for Hammond Paint & Chemi- 
cal Co., for its line of insecticides 
and fungicides; Ruzicka Sales 
Corp., for its line of Marshal Dairy 
paints, and Junior Theme Inc., 


be helped by our 


data 


Commercial Co. (A) 
N 


1200 
W.. Washington 5, D. C 


picture 


HOW TO USE WASHINGTON 


for sales promotion ideas. You can 
knowledge of 
Washington's vast sources of factual 
scientific information, 
files, etc. Write now for our research 
fees; outline your job. Washington 
15th St 


dress manufacturer. 


W 


y SN .\by 4 
Your only adequote 
trade coverage of the 
country’s fastest growing 
automotive market. Now 


Automotive 


THEY SUPPLY. 


Z OUTLET FOR TBA SALES. TO WIN A PLACE FOR THEIR 
YW PRODUCTS IN OIL COMPANY AND JOBBER PROGRAMS, 
TBA MANUFACTURERS HAVE INITIATED ADVERTISING 
CAMPAIGNS IN NATIONAL PETROLEUM NEWS. 
1213 WEST THIRD ST. *%* CLEVELAND, OHIO ve 
OFFICES: IN NEW YORK + CHICAGO - PHILADELPHIA + HOUSTON - LOS ANGELES A Plat Potcelaum fublication 
*TBA 1S THE OIL INDUSTRY'S DESIGNATION FOR TIRES, BATTERIES AND ACCESSORIES 


KEY MEN IN MAJOR OIL COMPANIES vor 
AND INDEPENDENT JOBBER ORGAN- ; 
IZATIONS (REGULAR READERS OF | 8) i\ 
NATIONAL PETROLEUM NEWS) SPEND | — <<", 
MORE THAN $600 MILLION YEARLY FOR Z™\ y, 
TBA-ITEMS TO STOCK THE STATIONS 


SERVICE STATIONS ARE FAST BECOMING THE Pe 


SINCE THE AVERAGE NUMBER OF SERVICE STATION VISITS 
PER MOTORIST 1S 92 TIMES YEARLY, “THE MAN AT THE 
PUMP” IS POTENTIALLY THE WORLD'S GREATEST SPARK 
PLUG SALESMAN. 


over 6\ billion dollars yearly. ABC 

re ourmal 

806 PEACHTREE STREET, N. £., ATLANTA 5, GEORGIA 
; | 
bi 


i 


ae 
SPARK PLUGS WERE FIRST ASSEMBLED IN THE 
U.S. IN A SMALL BOSTON GARAGE DURING THE 
YEAR OF 1905. TODAY, MORE THAN $137 MILLION 
WORTH ARE MANUFACTURED AND SOLD ANNUALLY 
IN THIS COUNTRY, APPROXIMATELY 50% THROUGH 
SERVICE STATIONS. 


“70 REACH THE MAJOR Oil COMPANY 
AND INDEPENDENT MARKETING MEN 
WHO DETERMINE WHAT BRAND OF 
SPARK PLUGS WILL BE OFFERED FOR 
SALE THROUGH THEIR SERVICE STATION 
OUTLETS, WE ADVERTISE CONTINU- 
OUSLY IN NATIONAL PETROLEUM 
NEWS,” SAYS H. ROY BUTTS, SALES 
MANAGER, MERCHANDISING DIVISION, 
THE ELECTRIC AUTO-LITE COMPANY. 
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Beginning with 
the September issues— 
advertisers can earn 
the combination rate 


There are only two requirements : 
1. The unit of space used must 
be the same in both magazines. 
The copy need not be 
2. In each instance, the adver- 
tisement must appear in both 
magazines within a three-month 
period 


What is the amount 
of the discount? 


Advertisers who earn the com- 
bination rate may deduct 5°; 
from the combined card rates 
of both magazines. If the adver 
tiser is earning a frequency dis- 
count in Pathfinder, he will use 
the frequency rate in computing 
, the combination rate. 


JUST OFF THE PRESS! 
@ A new booklet chock-full 
of factual data about the 
Country-Side market! Be 
sure to ask for your copy! 
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Like bread and butter, bacon and eggs—Farm Journal 
and Pathfinder belong together. More and more, adver- 
tisers and advertising agencies have been asking ““When 
will we be able to buy Farm Journal and Pathfinder at a 
combination rate?” The answer is—beginning with the 
September 1952 issues! 


Nineteen million families live in what we call the 
Country-Side market—in trade centers of less than ten 
thousand population—in crossroad villages—down 
country lanes and on farms. Farm and non-farm, these 
19 million families are welded into a huge, single 
econgmy, bound tightly to each other by common 
interests and environment. 


For 75 years Farm Journal has devoted itself to the 
interests of farm families—has become by far the largest 
selling farm publication in America. Farm Journal has 
more than circulation leadership. It has earned and won 
the confidence and affection of millions whose opinions 
count most—is first, too, with the hundreds of con- 
sumer products advertisers who recognize the im- 
portance of the farm market and the need for farm 
magazines to reach and sell it. 


Who should know better than the publishers of Farm 
Journal that no farm magazine alone can meet and 
serve the interests of all of the important people, farm 
and non-farm, throughout the Country-Side market. 
And so it was that Farm Journal, Inc., purchased 
Pathfinder Magazine and began to develop its second 
great magazine. 


Farm Journal, Ine. 


Coudry-Cide market | 


Issued twice each month, Pathfinder is a nationally 
distributed news feature magazine. Like Farm Journal, 
Pathfinder concentrates its circulation in the Country- 
Side market. Unlike Farm Journal, only one out of four 
Pathfinder families lives on a farm. Editorially no other 
magazine competes with Pathfinder in Pathfinder’s 
chosen market. 


How has the new Pathfinder been received by the 
people of the Country-Side market? The circulation of 
Pathfinder has nearly tripled. 


How has the new Pathfinder been received by adver- 
tisers? In 1951 the advertising volume in Pathfinder 
amounted to more than two million dollars—five times 
as great as it was the first year after the purchase—and is 
growing steadily as more and more of the nation’s lead- 
ing advertisers are discovering the power of Pathfinder. 


Nineteen million families, closely integrated, eco- 
nomically, politically and socially, live in the Country- 
Side market—in places of less than ten thousand popu- 
lation and on farms. Today, these families, farm and 
non-farm, are a great market for the products of industry. 
Tomorrow they will be even more important. 


Now, with more than 4 million circulation, Farm 
Journal and Pathfinder—the Country-Side unit—form 
an unbeatable combination for influencing and selling 
the best families throughout the Country-Side market 
—America’s most important market place. 


Washington Square, Phila. 5, Pa. 
GRAHAM PATTERSON, PUBLISHER 
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Signal Oil Launches 
24-Sheet Campaign 


for Summer Season 


10—Signal 
will use more than 1,000 
24-sheet posters in 96 cities and 
towns on the Pacific Coast in its 
annua’ June through September 
summer promotion 
The outdoor campaign will be 
slightly larger than last year’s rec- 
ord schedule. Showings will vary 
according to local conditions, with 
being 100%. The company 
will continue use of its highly suc- 
cessful “Go Farther” theme on all 
boards 
The poster campaign will be 
supplemented by promotion on 
Signal’s Columbia Pacific radio 
program, “The Whistler.” The pro- 
gram, which just been re- 
newed for its 10th year, will con- 
tinue through the summer. All dur- 
ing the 10 years the program has 
been on 52 weeks a year 
The show is one which was writ- 
ten according to principles the 
company’s agency found made for 
successful mystery stories (AA, 
March 10). The chief element, the 
agency found, was the use of 
understandable characters. Prior 
to the research, the show's highest 
rating had been 14. The average 
was lower. But following appli- 
“Bation of the principles, the aver- 
ae hit 21.3 within a year 
3arton A. Stebbins Advertising 
Agency, Los Angeles, handles the 
ageount 
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Oil Co 


most 


has 


Curtis Promotes Hood 
Charles C. Hood, manager of 
H@liday in the Detroit advertising 
Office, has been promoted to man- 
ager of Curtis Publishing Co.’s De- 
t advertising office. He suc- 
is Charles B. Field, who has re- 
d after 20 years with Curtis 
Hood joined Curtis in 1919 in 
cago. Kenneth C. McCarren 

succeed Mr. Hood. 


e’ Promotes Bowman 


n Bowman, managing editor, 
pe | been promoted to supervising 
or of True, New York. He suc- 
ceédis Julian Bach Jr., now editor 
of Today's Woman. He is succeeded 
@S Managing editor by Thomas J. 
Na@bghton, formerly an associate 
or 


Zippy Starch Account 
oberts, MacAvinche & Senne, 
Chicago, has been named by Zip- 
py Laboratories Inc., Chicago, to 
handle advertising for Zippy liquid 
starch. Consumer publications, ra- 
dio and TV will be used 


EZE-STIK 


CRYSTAL CLEAR 


Self-Adhesive on 
TRANSPARENT ACETATE 


li | 4G 


a 
After 


successtul 


test by 
American Express resulting in reorder, we 


$-month 


announce EZE-STIK  selt-adhesive trans. 
parent acetate point-ot sale display with 
crystal clear adhesive entire 
back of front 

ATTACHES 19 4 jiffy to any smooth clean surtace 
indetinitely 


covering 


and adheres tirmly 
EFFECTIVE. Can be produced with clear ad 
hesive on face side permitting attachment 
to nude of windows and doors 
ALSO IDEAL for mirrors, retrigerator fronts 


cash register, show cases, etc 


Write for complete information and sample 


EZE-STIK PRODUCTS CORP. 


Dept 24, 424 W. 33 Street, New York 1, N.Y 
Chicoge Office: 228 N. LaSalle Sr. 


‘Glamour’ Promotes Kyle 

Nina Randell Kyle, merchandis- 
ing director of Glamour, has been 
promoted to executive editor of 
the Conde Nast publication. In the 
new position she will be in charge 
of the magazine’s merchandising 
and promotion activities. 


Boosts Rochester to Director 

Kellogg Co. of Canada has pro- 
moted Lynn E. Rochester, v.p. in 
charge of advertising, to a direc- 
tor of the company 


— 


Tyler & Associates Bows 


Haan J. Tyler, formerly general 


sales manager for KFI, Los Ange- 
les, has formed Haan J. Tyler & 
Associates, Glendale. Cal., televi- 
sion consultant, with offices at 
1432 Ethel St. 


Sawyer to Campbell-Ewald 

David D. Sawyer has joined the 
staff of Campbell-Ewald Co., De- 
troit. He will be assistant on truck 
promotion for the Chevrolet ac- 
count 
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Acme Paints Names Agency 

Brooke, Smith, French & Dor- 
rance, Detroit, has been appointed 
to handle advertising and mer- 
chandising for Acme Quality 
Paints Inc., Detroit maker of paint, 
varnish and insecticides. 


Van Vorst Elected President 
Amos R. Van Vorst, district sales 
manager of Aluminum Co. of 
America, has been elected presi- 
dent of the Sales Executives Club 
of Bridgeport, Conn. 
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Ford Promotes Hackett 


George O. Hackett has been pro- 
moted to manager of the newly 
organized sales training depart- 
ment of the Lincoln-Mercury di- 
vision of Ford Motor Co., Detroit 
Allan F. Wilson has been ad- 
vanced to sales council manager to 
succeed Mr. Hackett. 


Hartford Agency Moves 

Post, Johnston & Livingston, 
Hartford agency, has moved to 297 
Farmington Ave. 
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Albert Behrens to Antell lJayvee Appoints Dawson Co. 
Albert Behrens, formerly with Jayvee Brand Inc., Portland, 


Elizabeth Arden and Lentheric as Ore., maker of Nancy Didee Pants W j Sell Wal 2ape 

coordinator of advertising, display and Movieland bibs, has appointed ill { . Under Its Own Name 
and publicity, has joined Charles Don Dawson Co., Portland, to di- BurraLo, June 11—' ¢ influence had produced wallpaper for dis- 
Antell Inc., Baltimore, in the same rect its advertising. Previously the of television on con: mer habits tributors to market under their 


Ruthrauff & Ryan, St. Louis, has been appointed to handle adver- 
been appointed an account execu- tising for Magic Pantry Co., maker 
tive of Olian Advertising Co., St. of home freezers. Radio, television 
Louis. and newspapers will be used. 


a ee ee i Se oe 


Birge Co. Cha ges Merchandising Plan, 


Capacity. company advertised direct. is one of the reason Birge Co., own brand names. 
‘ : : , 118-year-old wallpap = manufac- A spokesman said that two con- 
Wiedmer Joins Olian Magic Pantry Names Agency turer, gives for bre ing tradi- sumer trends had helped decide 
Jack Wiedmer, formerly with Factor-Breyer, Los Angeles, has tional industry practic the company’s move. First, he 


The company has b un to mer- pointed to a renewed interest in 


And it is your salesman when it is carrying 
your advertising message . . . calling on thou- 
sands of prospects at one time. 

Ferreting out the many people in each plant 
who can make or break a sale and conditioning 
them takes time. And time is a priceless asset 
to the man who sells. 

Mechanized Selling—consistent advertising 
in the right selection of Business Magazines— 
uses the high speed, low cost tools of advertis- 
ing to make contact, arouse interest and create 
preference for your product. It enables your 
salesmen to concentrate their time and atten- 
tion on the all-important job of getting the 


HOW “MECHANIZED SELLING” 
BOOSTED SALES OF 
i MATERIALS HANDLING EQUIPMENT 


A materials handling equipment manufac- 
turer wanted to increase gasoline truck sales 
and to promote the company as leader in its 
field. A consistent advertising campaign in 


Business Publications was used to reach in- 
dustrial markets having the greatest sales 
potential for gasoline trucks. Sales bulletins 
and catalogs supplemented publication ad- 
vertising. Sales leads resulting from space 
advertising were up during first quarter of 
1951. Gas truck sales increased 214 million 
dollars over the same period in 1950. 


WEADQUARTERS for seusitiness 


Everywhere At Once 


order . . . a job they are best equipped to handle. 

And remember, business magazines deliver 
your selling message consistently to a concen- 
trated group of your best prospects . . . the 
men who look to these publications for help 
with their jobs. They get into restricted areas 

. keep up with important buying factors and 
with turnover of key executives. 

Ask your McGraw-Hill man for a copy of 
our 20-page booklet, ““Mechanizing Your Sales 
with Business Paper Advertising.”” Also about 
our sound-slide film . . .“‘Mechanized Selling — 
Blueprint for Profits’’ which is available for 
showing at sales meetings. 


1950—FIRST QUARTER 1951—FIRST QUARTER 


McGRAW-HILL PUBLISHING COMPANY, INC. 
= af 


@ 330 WEST 42nd STREET, NEW YORK 36, N. Y. @ 


FOR BUSINESS 
(HN FORMATION 


chandise its wallpap under its room decoration “possibly ac- | 
own brand name. F viously, it counted for in part by the ‘stay-at- | | ber design “in scores of display 


| 
| 
} 
| 


home’ trend induced by television. 
“Second,” he said, is the “increas- 
ing importance of the ‘do-it-your- 
self’ market in wallpaper.” 


8 In addition, the company hopes 
to simplify distribution and retail 
operations to make it easier for 
the consumer to select wallpaper 
designs. Birge claims consumers 
have been confused in the past by 
finding duplicates of the same pa- 


| books.” 

Also, it is expected that the 
move will ctabilize the “peaks and 
valleys” common to the industry 
created by simultaneous wrders 
from distributors for large stocks 


‘to back up their book distribution 


Birge’s national advertising 
hereafter will be closely related to 


|distributors’ and dealers’ local ad- 
| vertising, direct mail campaigns 


| 


jand point of sale displays. 
Lloyd Mansfield Co., Buffalo, is 
the agency. 


| Sponge Rubber Products 


Pushes New Rug Cushion 


Sponge Rubber Products Co., 
Shelton, Conn., is conducting a 
campaign using trade publications, 
33 newspapers and 14 consumer 
magazines to feature its Spongex 
Ripple, a sponge rubber rug cush- 
ion. 

The magazine schedule includes 
American Home, Better Homes & 
Gardens, Boxoffice, Guide for the 
Bride, House & Garden, House 
Beautiful, Hotel Management, In- 
teriors, Interior Decorators’ H@nd- 
book, Living for Young Hame-~- 


| makers, Progressive Architecture, 


| tributes Ocean Spray crant 


| waterheaters, has _  appoi 
| Charles A. White Jr. & Co., F 


Small Homes Guide, Sunset @nd 
Today’s Woman. Point of Bale 
materials include ad mats, coufter 
cards, leaflets, banners, giveaWay 
samples and demonstrators. ¢ _- 
lin Mann & Son, New York, ‘— 
agency. 


BBDO Gets Cranberry TV 

The National Cranberry A 
Hanson, Mass., has named Ba 
Barton, Durstine & Osborn to 
dle all its television advertis 
The association makes and 


sauce. Harry M. Frost Co., 
} ton, will continue to handles 
| other advertising. 


Lovekin to Charles White 


Lovekin Water Heater Co., F 
adelphia maker of automatic 


adelphia, to direct its adve 
ing. Newspapers, business pa 
direct mail and cooperative radio 
will be used. 


ORDWAY 

Vinyl Plastic 
TYPE 

GAUGE 


Two simple, open 
faces (front and back) 
for convenient line 
ond character count 
ond also Elite or Pica 
typewriter character 
count. Transparent 
reading guide. Size 
2%" wide « 15%’ 

long. Price, $2.00, 


| 321. N. Albany Ave. Chicago 12, Iii. 
1 Gentlemen: 


| 
| 
| tom enstosing io) check [) M.O. in amount 
* oo ——7 Ordway Type | 
i 
I 


| Compony 
Address 
| ee ee 
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Two Name Futterman-Gerber 
Bol Mfg. Co., Chicago maker of 
Hopalong-Aid, a soft drink pow- 
der, and Wrightway Engineering 
Co., Chicago manufacturer of Bub- 
ble-Stream faucet aerators and 
aerated showerheads, have ap- 
pointed Futterman-Gerber, Chi- 
cago, to handle all advertising and 
promotional activities. Newspapers 
and radio and TV will be used by 
Bol Mfg. Trade publications, direct 
mail, point of sale and newspa- 
pers will be used by Wrightway 


Lang Named Coordinator 

Chester H. Lang, v.p. of public 
relations, General Electric Co., 
Schenectady, will serve as volun- 
teer coordinator of Advertising 
Council's engineer recruiting cam- 
paign. The campaign, which the 
council is conducting at the re- 
quest of the engineering manpower 
commission of the Engineers Joint 
Council, will seek advertising and 
editorial support from house mag- 
azine editors, radio broadcasters 
and advertisers 


MATRIX COMPANY 


517 SOUTH JEFFERSON STREET, CHICAGO 7, HLINOIS 


Oldsmobile Announces Five 
Sales Staff Appointments 
_B. N. Barber and James E. 
Straud have been named assist- 
ant sales managers of the Olds- 
mobile division of General Motors 
Corp., Detroit. Mr. Barber will 
cover the eastern half of the na- 
tion and Mr. Straud will supervise 
Oldsmobile sales in the West. 
Three changes in zone mana- 
gers also were announced. Frank 
J. Suslavich has been named zone 
manager in Chicago, F. L. Foerster 
in Philadelphia, and Elmer L. 
Kochsiek in Minneapolis. 


Hartford Sales Execs Elect 

O. P. Quilling, president of O 
P. Quilling Co., has been elected 
president of the Sales Executives’ 
Club of the Hartford, Conn., 
Chamber of Commerce. Other of- 
ficers elected are F. Wallace Prelle, 
president and treasurer of F. W. 
Prelle Co., Lester H. Carl, general 
manager of Fuller Brush Co., and 
Gardner M. Corbin, v.p. of sales 
of Atlantic Screw Works, v.p.s; 
John A. Ostrich, v.p., Phoenix State 
Bank & Trust Co., treasurer, and 
Florence Farrell, secretary of the 


,Hartford CofC, secretary. 


Wells Criticizes 
Figure Mongering 
by Research Men 


Cuicaco, June 10—‘Basically, it 
seems to me research should func- 
tion to speed up the creation of 
ideas and to focus ideas in the di- 
rection or directions most likely to 
prove effective,” Sidney A. Wells, 
Chicago manager of McCann- 
Erickson, told the Chicago chapter 
of the American Marketing Assn. 
last Thursday. 

“To be of most help in this proc- 
ess,” he continued, “I believe that 
the research man must reach far 
beyond the simple figure monger- 
ing so commonly practiced. 

“The research man must trans- 
mit ideas, not just frequencies.” 

The agency man went on to say 
that, while research’s figures are 
not to be belittled, the research man 


a 


a rd 


Make Your 


with 


Advertising Jump 


es advertising has to have action—selling action, that is! 


Take your displays—for example. They have three seconds 
to attract attention, get appraisal and win approval. 


CROCKER, BURBANK PAPERS 


as. INCORPORATED | tee 
FITCHBURG + MASSACHUSETTS 


mailing pieces your prospects get. 


Be Bright— use DAY-GLO 


Or take packaging. It must reach roving eyes, overwhelm its 
colorful competition, make shoppers stop and look and buy. 


And your direct mail. It has to have enough eye appeal, 
enough stopping power, to stand out from all the other 


What's the answer? All you have to remember is this —Crocker 
DAY-G LO Coated Papers, because their colors are four times as 
bright as ordinary colors, will make your labels, packages, 
inserts, direct mail and displays pack four times the punch! 


There's a Crocker DAY-GLO Paper merchant near you. He'll 
be happy to show you how to make your advertising really jump. 


SWITZER BROTHERS, inc. 


4732 ST. CLAIR 


AVENUE. 


CLEVELAND 3, OHIO: 
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should help the creative man face 
the challenge of creating “ingeni- 
ous ideas” rapidly. 


@ Mr. Wells coined a word, “speed- 
genuity,” to describe the factor that 
research must contribute to the 
creation of new selling ideas. 

Earlier in his speech he had 
brought out the fact that the crea- 
tive man’s problem is not to create 
“new” ideas, since it often can be 
proved that an idea that seems new 
is quite old. What he must do is 
use ingenuity in creating combina- 
tions of ideas that sell. While he 
might do so if he had unlimited 
time and funds, clients do not 
have unlimited time and funds. 
Therefore the research man must 
help speed up the process by feed- 
ing the creative man ideas about 
what the public wants. 

“To excite the ingenuity of the 
harassed copywriter who may 
have a deadline of tomorrow, re- 
search must go far beyond figures 
and communicate ideas and 
thoughts and words—ideas and 
thoughts and words which will 
stimulate the creative processes of 
new combinations or perhaps sug- 
gest a brilliant mutation of an old 
idea,” he asserted. 


s “Just as biologists have produced 
mutations in animal life by bom- 
barding with x-rays, that idea 
which may lift your advertising 
from the commonplace and your 
sales from the doldrums—that idea 
can be stimulated by bombarding 
the creative man with ideas from 
customers. Don’t be afraid to be 
wrong; don’t shrink from the dif- 
ferent or from the obvious. Dare 
to prod and probe, to excite and 
stimulate,” he continued. 

“I don’t wish to belittle any of 
the hard work that has been put 
into advertising research. All of 
the time and effort spent in copy 
research of all sorts has certainly 
been a necessary step in the devel- 
opment of advertising research 
techniques. 


8 “What I am pleading for now is 
to use all this which has gone on 
before as the springboard for a 
much more effective research con- 
tribution to creative effort. Let’s go 
beyond the good, average advertis- 
ing we are now doing.” 

Mr. Wells concluded his talk 
with a challenge to research. 

“I am offering a challenge to the 
ingenious research man who un- 
derstands this business of creative 
ingenuity—the research man who 
will enthusiastically pitch in to lift 
his advertising out of the dull, 
stodgy average—one who just 
doesn’t engineer the obvious but 
who sets up a real system of two- 
way idea communication to con- 
tribute to the engineering of more 
persuasive selling ideas.” 


Bakelite Combines Sales 


Bakelite Co., a division of Union 
Carbide & Carbon Corp., New 
York, is consolidating the sales ac- 
tivities of its thermoplastics and 
thermosetting departments. Fol- 
lowing the change, George C. Mil- 
ler, who has been v.p. and general 
sales manager of the thermoplas- 
tics department, has been pro- 
moted to v.p. in charge of sales 
for all the company’s products. 
Clinton W. Blount has been ad- 
vanced from v.p. and general sales 
manager of the thermosetting de- 
partment to v.p. and general sales 
manager of the company. 


Pacific Can Sponsors Show 


“The Acme Gold Label Round 
Table,” written and produced by 
Roy S. Durstine Inc., San Fran- 
cisco, is being sponsored by Pa- 
cific Can Co., Wednesdays, 8:30-9 
p.m. over KPIX, San Francisco, 
and Sundays, 10-10:30 p.m. over 
KNBH, Los Angeles. The show- 
featuring a presidential straw vote 
in the area, with 10,000 ballot 
boxes placed in taverns—will be 
based on essays written in by vot- 


ers telling what they would ask 
presidentia! candidates if they 
could meet them. 
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--- resulting from 
exclusive 


— ARecord of 
Sunset's Growth “~*": 


MONTHLY MAGAZINES RANKED BY PAGES OF ADVERTISING FOR MAY \SSUES 1946-1952 
' 
. . . 
\A compiled from printers’ | « — excluding farm publications 
z MAY, 1946 MAY, 1947 MAY, 1948 MAY, 1949 MAY, 1950 MAY, 1951 MAY, 1952 
Pages Pages Pages Pages Pages Pages Pages 
Vogue (2) 331 Malle. 242 vogue (2) 192 Good House. 184 B } 198 B H&G iss) «iB H&G 188 
Harpers Baz. 229 Vogue (2 227 B H& 184 B H&G 177 Good House- 190 Good House- 184 House Beaut. 171 
| Glamour 221 Good House- 182 PoP- Mech 183 20P- Mech. 156 House Beaut. 173 House Beavt. 161 House & Gdn. 152 
kr Malle. 209 Ladies H, Jnl. 174 Mdlle. 180 Ladies H, Jnl. 154 Pop. Mech 148 160 Good House- 148 
: ) Charm 182 Glamour im Good House. i179 vogue (2) 54 Ladies H, Jnl. 142 147 
“ Good House- 166 Harpers Baz. 166 Charm 171 House Beaut. 153 House @ Gdn. 138 
i Seventeen 154 Pop- Mech. 166 Ladies H. jn. 167 PoP. Science 140 PoP Science 135 
f Pop. Meck. 146 Charm 163 House Beaut. 164 Charm 134 vogue (2) 130 
Junior Baz. 140 House Beaut. 159 PoP. Science 148 House & Gdn. 131 Seventeen 129 POP: Mech. 
| Fortune 138 Seventeen 147 House & Gdn. 133 Seventeen 128 Glamour 128 Char™ 121 Charm ; 
‘ | Ladies H. Jnl. 134 BHEG 145 Harpers Baz. 123. Malle. 116 110 Fortune 115 pa «ae es i 
i Pop. Science 133 PoP. Science 139 Fortune 121 Glamour 106 Glamour 115 La ies H. Jn i 
Town & Country 132 Fortune 130 Seventeen 112 Fortune 103 Pop. science 112 Vogue (2) 2 : 
House Beaut. "432 Field & Stream 121 107 Harpers Baz. 100 Sevestoes — — ened etd : 
; Esquire 123 yachting 116 Holiday 97 Mdlle. 104 pons . : 
: ( yachting 122 Motor Boating 115 Glamour 105 @ Field & Stream Harper® Baz. 104 achting rs J 
A Motor Boating 115 House & Gdn. 112 Yachting 105 Motor Boating w, H. ComP- 94 Glamour , 
: / House & Gdn. 112 Tow" & Country 110 Field & Stream 104 Yachting 97 Holiday 90 Motor Boating 90 
= Cosmopolitan 100 Esquire 108 fy Motor Boating 208 w. H. Comp. g9 Holiday 93 Todays woman 84 Malle. “ 
i | parents 99 Sports Afield 104 Sports Afield 300 Amer Home g7 Field & Stream 91 Mod. Industry 84 Harpers 8 
* Field & Stream ag McCalls 99 McCalls 99 Yachting 87 H, ComP- g3 Motor Boating 82 parents 81 
McCalls 9g Outdoor Life o6 BY: H. Comp. 94 Motor Boating g5 Outdoor Life 82 Yachting 81 McCalls 78 
BH&G 98 parents 95 Holiday 94 McCalls 84 McCalls 80 Esquire 77. Banking o 
Outdoor Life as Cosmopolitan 9 parents 91 Sports Afield go Sports Afield 7g Banking 716 Amer. Home 7 
w, H. Comp. gi W. H. Comp. 86 Amer. Home g9 Outdoor Life 75 Mod. Industry 77 Amer. Home 74 Womans DP y - 
sports Afield a9 Amer. Home 81 Outdoor Life g5 Mech. Iilus. 714 Amer. Home 715 McCalls 74 Todey? oman “ ; 
Amer. Mag- 13 81 Town & Country go Parents 73 Parents 11 Field & Stream 2 W.- H. Comp = 
Motion pict. 13 ET Mech. Illus. 80 Esquire 70 ©Mech. nh. 68 womans Day 11 Ebony nd 3 
True Story 12 Holiday 80 Cosmopolitan 78 Cosmo ' 10 ‘True Story 67 Town @ Country 67 Living - 
Se photoplay. 11 True Story 80 Esquire 71 Banki filme 67 Mech. lus 7 Mech. filus. 
Z 10 Junior Baz. 790«o True story 70 «True = S Afield 6 Duns Review 68 as 
s 69 Mech. Illus. 77 Banking 66 Town sale 6 Outdoor Life 67 / 
i" co Bammer: Mag 65 Amer. Mag- 62 Wome 952 + 20 CENTS Sports jeld 65 
68 photoplay 64 Duns Review 56 House Field & stream 64 
68 Banking 63 Natl, Geo- 53 Natl. F 62 
68 True Conf. 63 photoplay 53 Ame 
60 True 63 Womans Da 52 Photd 
5 Motion Pict. 59 Household True . 
9 movie Story 58 True C Ame | ak — nr 4 
S 6 " x i ouseho 
Nations Bus 59 Modern Screen 5 Amer. aoe Sai 4 
Sunset May. 1948 was 
Soth Anniversary Issue “4 
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an 500,000 Western families 
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A Maorria 
ry ¢ Mlinutes 


and 42 of every 100 families who read 
a New York evening newspaper read 
the home-going Journal-American 


VERY seven minutes a marriage ... every seven 
minutes a new family unit with an unceasing 
stock of needs and desires ... every seven minutes 
one more New York housewife to buy your products. 
No matter how the magnitude of the New York 
market is dramatized, one fact remains apparent 
- +. you must think in terms of volume. Because 
families mean business and more families mean more 
business, you'll stimulate most business through 


the Journal-American. 


Tis 


oe 


A MEARST NEWSPAPER 


s ESENTED SY HE, 


Carried home to 42 of every 100 families who 
read a metropolitan evening paper, the Journal- 
American influences every member of the family 
when they get together to plan their purchases .. . 
during the leisure hours of evening. 

For greatest family coverage 
greatest family market, place your sales message 
in the home-going Journal-American . . . New 
York’s largest evening newspaper by an over- 
whelming margin. 


in America’s 


if _ADVERTISIN : MOREE : 
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Advertising Age, June 16, 1952 


Behind the development is a i 

Alaska Salmon recognition that salmon packers 
must build demand with consum- 
ers or face sharply lower prices 


Packers Plan in any year with a good salmon 


pack. The prospect this year is for 


@ Wins instant dealer acceptance 


@ Makes every display pay its way 


a good run, as 1952 is the cycle 


Indust Drive year for red salmon. 
ry Earlier in the year, there had 
been some consideration given to a 
quick advertising campaign which } 
would help move carry-over stocks 
that are out on consignment. But 4 
Mr. Fleager told AA that packers f 
finally indicated they wanted a 
program that would carry through } 
for from three to five years. ‘ 
Two previous efforts at indus- 
trywide advertising failed, one in 
the ’20s and another in the late 


reless 


Adhesive 


SeattLe, June 10—Alaskan sal- 
mon packers are preparing an in- 
dustrywide, long-range advertis- 
ing campaign to reach consumers. 

First steps toward establishing 
such a campaign were taken dur- 
ing May, under an informal and 
temporary committee headed by 
H. A. (Dixie) Fleager of the Skin- 
ner & Eddy salmon interests. 


CONVERTS 
WINDOW STREAMERS 
into FAVORED 


@ KLEEN-STIK streamers can be used on win- 


dows, doors, counters, walls, refrigerators, 30s. 
o r 7 < e ’ . d Last week, steps were taken to 
Point-of Pu chase | a. ms registers, back-bor trim, soda = form a permanent organization, oa ini clei it Wadia il 
ountains, lunch counters, ths, ete. th h the four trade associations :, 
| DISPLAYS! ; - serving the industry Assn. of Pa-| 0Pe bY, salmon, packers would be 
see { cific Fisheries, Northwest Salmon Steins and toe seemaiaiaes Waane 
~z . Canners Assn., Puget Sound Sal- peciny { 
Available from your printer or lithographer | KLEEN-STIK PRODUCTS, Inc. mon Canners Assn. and Columbia|"¢@ Salmon as a food. It would t 
3 Write today for your KLEEN-STIK IDEA KIT FREE River Salmon & Tuna Packers| %°t set into brand promotion. The i 
| P ‘Aas J “| result, however, would be a com- 
Sy 25 N. MICHIGAN AVE., CHICAGO 1, ILL, Assn. mon vehicle for large and small 
4 * one = 


packers to join in the development 
of markets. 

As now contemplated, the cam- 
paign would be supported by a 
per-case levy on individual pack- 
ers who participate in the promo- 
tion. There is no means to compel 
packers to join in the promotion, 
however. 

Entirely separate from the pro- 
posed industrywide promotion, 
several packers have undertaken 


e e | 
brand promotions of their own. y 
in q bigger Way The most recent example is that : 


of Whitney & Co., Seattle, which 
tested several markets in the Mid- 


west earlier this year for a line 
of salmon brought out under the 
Whitney label (AA, April 14), §f 
and now plans to extend this pro- : 
motion into additional markets in | 


It’s the only top-ranking man-woman 
magazine that screens its millions hese | 


® Columbia River Packers Assn., 
f h UY h ° ° d | Astoria, Ore., selling widely under 
or t e B on t eir min Ss! the Bumble Bee brand, is another 
packer that advertises. This firm 
is unusual among salmon packers 


3%-MILLION man-woman circulation has been consist- 


: . shia in that it also produces substantial | 
{ ently topped by only three magazines in all publishing volume of other seafoods, such as 
: history. Better Homes & Gardens is one of these. tuna, and specialty items like can- 
: ned crabmeat, shad roe, smoked 


But BH&G goes out from there to a bigness unmatched salmon and kippered sturgeon. 
by any top-ranking publication, anywhere: These are all marketed under 


. = od = the Bumble Bee brand, which has 
BH&G’s multimillions are editorially screened to eliminate been sévertion’ Gor cnore then 28 


all but the best possible prospects for your wares! years. The agency is Botsford, 
Constantine & Gardner, Portland. 
Pacific American Fisheries, Bell- 


wan 


haemo # 


It contains NO fiction, NO sensationalism, NO general 


news photos! Instead, it devotes every page, picture and ingham, Wash. largest salmon ‘Mine 
paragraph to serving the BUY-minded with what they packer on the continent, has car- ‘i 
want most ried on promotion for its own — 
aS ; brand, Deming, notably for a spe- ¥ 
And what they want are notes, ideas and suggestions cially nach of winless, boneless : 
about what to try—what to BUY—to make busy days | salmon. Honig Cooper Co., Seattle, . 
» a: <7 - ° . - 
easier, families happier, life more enjoyable and complete! — er nn. npr : 
resh sign of industry interest ee 
hose are the things that impel 3!2-million families—men in consumer promotion is the or- 


and women together—eagerly to await eact issue ot ganization of Marine Foods Inc., 


| 
BH&G, to read and reread its motivating pages. . | og oot ae do a a a 
They have the incomes to convert this motivation | Dehn & Co., salmon brokers. Ma- 
into purchases—and they consider BH&G rine Foods is set up to handle 
their family buying counselor! | brand promotion for small packers. 
‘4 “a : Packers who use brands of Ma- 
Can you think of any market more likely | rine Foods Inc. would pay a per- 
to respond to your advertising than these case assessment for advertising of 
314-million better-income families — those brands. Promotion is tenta- 
screened for the BUY on their minds? tively ticketed for next fall, pri- 


marily in individual markets in 
the East and the South. 


Willkie Elected President 

Pacific American Fisheries Inc., 
Seattle, largest packer of Alaskan 
salmon and majority stockholder in 
Cedergreen Frozen Pack Corp., has 
elected Edward E. Willkie presi- 
dent. Mr. Willkie, brother of the 
late Wendell Willkie, resigned as 
v.p. of Libby, McNeill & Libby to 
take the position. 


' ons Eichorn Rejoins KING 
Serving a SCREENED MARKET John Eichorn, who left Seattle 
. radio in 1948 to handle one pro- 
Y , motion for the Los Angeles Mirror, 
¥ of 3'2-Million Better Familie has returned as sales manager of 
KING, Seattle. Bob Kilpatrick has 


' ING CO HY, D ines, low transferred from KING sales to 
H PUBLISHING COMPANY, Des Moines, lowe the sales staff of KING-TV. 


MEREC 
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She 


Plurtsing sipeng, 


which created the outstanding 
| SUCCESS 
| of 


bas fiat Semula Y 


(A national household by-word in 15 months and with distribution from coast to coast) 


and repeated the achievement with the success of 


FASTABS 


| new leader in the field of reducing aids 


CAN NOW ACCEPT ONE MORE NATIONAL ACCOUNT 


(Non-competitive, of course) 


T. A. A. 


TELEVISION ADVERTISING ASSOCIATES, Ine. 


Television + Radio » Newspaper + Magazine 
All Media 


New York Offices General & Executive Offices 
1710 Broadway “Dis ideals...» eee howl” 913 Cathedral Street 
JUdson 2-4664 Baltimore, Md. 


Mulberry 1765 
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Colgate’s Chief TV Problem—Finding 
Whether the Commercials Really Sell 


Harris Tells Plans for 


Expanding Its Surveys on 


Effect of Commercials 


By MAuRINeE CHRISTOPHER 

New York, June 11—-What is the 
television sponsor's biggest worry” 
Leslie Harris, radio-TV director of 
Colgate-Palmolive-Peet Co., had a 
ready answer when ADVERTISING 
Ace posed the question 

“Commercials are our major 
television problem. It’s fine to 
know that Martin & Lewis reached 
30,000,000 people. But did the com- 
mercials sell?” 

Colgate, whose heavy TV budget 
may move the company up to the 
No, 2 spot in total advertising ex- 
penditures this year, is constantly 
seeking the answer to this ques- 


tlon 
® Twenty-four hours after the 
“Comedy Hour” is televised on 


NBC, Colgate executives have re- 
ports on their desks summarizing 
the public reaction to the show, 
which features an assortment of} 

omedians, and to the commercials, | 
Aaich plug several products. Spe- 
2 rating reports are provided by | 

Fendex, Hooper, etc. 

There also are fact sheets of 
fiddings from interviews among 
Viewers in four cities by teams of 
r@earchers hired by the company. | 
Their questions are designed to} 
sliow if the people liked last night's | 
c@mmercials, if they remembered; 
t products and the catch lines 

the copy and if they were sold] 

the ideas presented 


checks are made in New 
Angeles, Chicago and 
which varies from| 


“hese 
rk, Los 
> other city, 
ek to week. 
Jf these morning-after reviews 
@fe pretty solidly adverse or, worse 
ll, if a high percentage of the in- 
t@viewees are unable to recall 
jdst what was said about Halo in 
@tween Eddie Cantor's song and 
dp: it is an unhappy day at 
lgate. On occasion, very expen- 
sve film commercials have been 
ed after one showing as a re- 
it 


of overwhelmingly bad re- 
ports, One puppet film sequence 
made in Germany went into the 


ashcan after a single run 
@ Usually, 
pany and 
agencies 


however, the soap com- 
its seven advertising 
are able to revise the 
commercials to their satisfaction. 
For example, the sales effective 
rating of animated cartoon film 


Advertising 
‘Terminology 


BY H. VICTOR GROHMANN 


A dictionary of advertising 
language including art, 
media, production, radio, 
television and general terms. 


FIRST EDITION $1 PER COPY 
(Plus 3¢ Sales Tax in N.Y. C.) 


Privately printed and published by 


NEEDHAM & GROHMANN 


INCORPORATED 
36 ROCKEFELLER PLAZA 
NEW YORK 20, NEW YORK 


strips was raised by splicing in a 
few seconds of film at the end with 
“live” model to clinch the sale. 
These studies have convinced 
Mr. Harris that, while a basic pro- 
gramming idea—expecting to see 
comedy every Sunday at 8 on NBC 

doesn’t wear out, the TV audi- 
ence tires quickly of the same faces 
if subjected to them often. Hence, 
the Colgate “Comedy Hour’s” ro- 
tating policy will be continued next 
fall, despite the fact that Martin & 
Lewis have outshadowed every- 
body else in terms of rating and 
Donald O’Connor in mail response. 
Featured comedians for the coming 
season will be Martin & Lewis, 
Abbott & Costello, Donald O’Con- 
nor, Eddie Cantor and Bob Hope. 
There also are two or three open 
dates for this $100,000 weekly ex- 
travaganza. 


As to commercials, the company 
has found that viewers tire very 
soon of sales messages which are 
repeated too frequently. Since Col- 
gate is a firm advocate of film 
commercials, some of which cost 
as much as $5,000 a minute, this 
has proved an expensive lesson. 

However, Mr. Harris believes the 
cost of filming commercials will 
come down as new techniques are 
perfected and “we find we can get 
the same effect with two singers as 
we did with eight.” 

One of the most surprising find- 
ings by Colgate is that apparently 
people do not react the same way 
in the daytime and at night. There 
is a wide variance in retention, be- 
lievability, etc. The most effective 
daytime approach seems to be an 
intimate one, specifically directed 
to the women. In the evening, more 
entertaining commercials go well. 


® Feeling that much more infor- 
mation is needed, Colgate has 
launched an over-a!! study of com- 
mercials and commercial tech- 
niques in major cities throughout 


the country. Several research com- 
panies will be used in this six- 
month analysis. There also may be 
some pre-testing of commercials 
by Schwerin. 

When all the facts are in, if Col- 
gate finds that its approach to vi- 
deo is not the best one for its prod- 
ucts, there certainly will be some 
changes made, Mr. Harris said. He 
added: 

“We don’t know yet whether 
people are less receptive when they 
see several products advertised on 
the same show such as our ‘Com- 
edy Hour.’ This is the sort of infor- 
mation we need badly.” 


s Another headache for Colgate 
has been the tendency of some of 
the “Comedy Hour” stars to step 
over the bounds of good taste— 
or somebody’s conception of good 
taste—in their routines. 

Minority groups are often of- 
fended by undiplomatic remarks, 
however well intended. A great 
many protesting letters come from 
professional men, usually not given 
to writing to sponsors. Fathers 
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don’t want their children seeing 
routines better suited to a night- 
club floor or dances in a stag party 
vein, 

Whenever such complaints are 
received, the comedians and their 
producers are asked to be more 
careful in the future. The viewers 
get a prompt letter of apology from 
the sponsor. 


® Colgate’s other network TV at- 
tractions, some of which are pro- 
ducing for as little as 97¢ per thou- 
sand viewers, include: “Strike It 
Rich,” presented on CBS-TV five 
mornings and one evening a week; 
“The Big Payoff,” three afternoons 
weekly on NBC-TV, and “Howdy 
Doody” (NBC-TV), one 15-minute 
segment. 

All of these will remain on the 
air throughout the summer. In ad- 
dition, Colgate for the first time 
will retain the “Comedy Hour” 
period—Sundays from 8 to 9 p.m., 
EDT—throughout the hiatus sea- 
son. The program will be a night- 
time version of “The Big Pay- 
off,” with the men getting an op- 


WHO PUTS YOUR PRODUCT ON YOUR DEALERS’ FLOORS? 


One man! The salesman who represents your distributor. He is the final link in presenting your 


product to the public — the key man who exerts the strongest influence on the dealer to push your line. 


Electrical Dealer reaches this man as NO OTHER publication does. Every month, 9157 


appliance, radio and TV Distributors’ Salesmen receive “Dealer” with a special supplement edited 


especially for them. They get it at their homes. At their employers’ requests. 


What a job your advertising does for you here! 


That is simply a PLUS. Basically, Electrical Dealer is your best buy in its field because (1) it enjoys 


the largest circulation; 


(2) that circulation is beamed at the 45% of all electrical dealers who 


sell 83% of all appliances, radios and TV sets. Minimum waste! Rifle-fire accuracy rather than shotgun- 


scattering for your advertising. That's why the keenest space buyers are now concentrating on “Dealer.” 


Get more facts — and actual proof — from our nearest office. NOW! 


ELECTRICAL DEALER 
ELECTRIC LIGHT & POWER 
PACKAGING PARADE 
BOXBOARD CONTAINERS 


=-Electrical 
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portunity to win mink coats and 
diamonds for their wives and the 
women getting a chance to win 
automobiles and motor boats for 
their husbands. 


® Next fall Colgate will bring “Mr. 
and Mrs. North,” one of radio’s 
best known detective teams, to TV. 
This new business will go to Sher- 
man & Marquette. Time has not 
yet been selected. It may be seen 
on CBS, NBC or local stations 
bought on a spot basis for the film 
series. An audition also is being cut 
on a Louella Parsons telecast for 
possible fall scheduling. 

Miss Parsons’ five-minute week- 
ly broadcast (CBS) will continue 
throughout the summer as will 
“Mr. and Mrs. North” (CBS) and 
“Strike It Rich” (NBC). “Our Miss 
Brooks” (CBS) will take a hiatus. 
For the first time in years, this 
company has no soap opera—on 
AM or TV. 

Though major increases have 
been directed toward television 
spot, Colgate, a longtime liberal 
spot radio spender, has not cut 


down on the use of selective broad- 
casting. Announcements are sched- 
uled regularly for virtually all the 
company’s products. Fab, Vel, Halo 
and Colgate chlorophyll toothpaste 
are especially active. 


Philadelphia Ad Guild Elects 

Melvin S. Feldenheimer, C. E. 
Howe & Co., has been elected pres- 
ident of the Philadelphia Guild of 
Advertising Men. Other officers 
elected are Victor J. Burger Jr., 
Potomac Electrotype Co., Ist v.p.; 
Lloyd K. Muhe, Evening Bulletin, 
2nd v.p.; T. Thomas Primavera, 
Mail-Vertising Inc., secretary; Wil- 
liam Ferris, Potomac Electrotype 
Co., treasurer, and Robert G. Fest, 
Gray & Rogers, director of publi- 
city. 


Direct Mail Contest Set 

The Direct Mail 
Assn. has set Aug. 29 as the closing 
date for its direct mail contest. 
Winners will receive one year of 
publicity free. Awards will go to 
the best direct mail campaigns in 
industry. The association is lo- 
cated at 17 E. 42nd St., New York 
17. 


PR Problems Covered 
in New Book by Burnett 


Public relations as ects of ad- 
vertising and selling are covered 
in “Solving Public Re ations Prob- 
lems,” a new book b. Verne Bur- 
nett, public relatior. counselor, 
published by B. C. F. rbes & Sons, 
New York. 

Mr. Burnett was {furmerly v.p. 
of General Foods and the Assn. of 


National Advertisers 


New Haven Clock Fxpands 
New Haven Clock « Watch Co., 
New. Haven, Conn., as acquired 
the Condenser Produc's Co. of Chi- 
cago, electronic devices manufac- 
turer. Condenser activities will 
continue to be segregated from 
New Haven's other operations al- 
though the company is now known 
as Condenser Products Co. divi- 
sion of New Haven Clock & Watch 


Advertising Co 


‘Fortune’ Promotes Fistere 

John Fistere, sales promotion 
manager for Fortune during the 
past seven years, has been promo- 
ted to the new post of sales devel- 
opment manager. 


Sisalkraft to Pershall Co. 


Sisalkraft Co., Chicago, national 
and international marketing or- 
ganization of American’ Reen- 
forced Paper Co., maker of build- 
ing and industrial papers, has ap- 
pointed J. R. Pershall Co., Chi- 
cago, to direct its advertising. In- 
dustrial, farm, architectural, build- 
ing, shelter and dealer publica- 
tions will be used. Klau-Van Piet- 
ersom-Dunlap Associates, Mil 
waukee, is the previous agency 


Two Appoint Goldman & Co. 


I. A. Goldman & Co., Balti- 
more, has been named to handle 
advertising for Mount Vernon 
Founders, maker of decorative 
brassware and metal accessories, 
and for Jess Cloak Co., distributor 
of ladies’ suits and coats. A maga- 
zine mail order campaign will be 
used for the first account and a 
direct mail campaign to the trade 
for the second. 


Appoints A. A. Lucinatelli 

Armistice A. Lucinatelli, form- 
erly with Outdoor Life, has been 
named to the eastern sales staff of 
American Home. 
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t tl ler the appliance * radio * TV salesmagazine 


Why 
settle 
for 40... 


a have 90 
oe 


Here are three facts that 
may well lead to doubling 
the effectiveness of yout 
advertising to ee 


men... 
‘ 


z 

FACT NO. 1—Withina 5008 
. , . _— S 
mile radius of New York 7 
are the 


richest, busies 
counties in the country..2 
containing morethan hal 


of all U.S. manufacturing? f 


“e 
FACT NO. 2— Most i 
zines read by businessmen” 
put 40-odd percent of their 
circulation in this area. 


FACT NO. 3—The REVIEW 
OF THE WEEK, the news- 
review you get every Sun- 
day with The New York 
Times, packs more than 
90 per cent of its cover- 
age into this industrial 
supermarket. 


Write, wire or phone for 
all the facts right away. 


The New York Times ff 4 . ; 

REVIEW ey: 
OF THE ne 
WEEK 


the newsreview you get 
every Sunday exclusively 
with The New York Times 
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Unusual Film by 
CBS Boosts Radio 


_as Best Ad Buy 


Ho.titywoop, June 10—No matter 
what you may see to the contrary, 
radio is still your best buy in 
terms of cost per thousand, CBS 
Radio Network will start telling 
advertisers and agencies in major 
cities this week 

They've made a 
Than Meets The Eye,” to tell the 
story. It was premiered in full- 
scale Hollywood fashion—at Ciro’s 
—to some 400 radio, advertising 
and agency executives, and Holly- 
wood personalities last week 

For advertisers, Adrian Murphy, 
president of CBS Radio, had this 
statement: “Don’t believe radio is 
buried despite the gloom you may 
read in the trade press. There is a 
resurgence of interest in radio 
among advertisers, agencies and 
talent.” 


film, “More 


8 To talent he addressed this mes- 
sage: “You want to reach as many 
people as possible, as frequently as 
possible. Radio enables you to do 
so, In addition, you can make more 
money for less effort in radio.” To 
bolster this statement, he calcu- 
lated that for an average fee of 
$2,006 in radio, 9.5 hours of re- 
e@arsal are required. For an aver- 
of $3,000 for a television ap- 
rance, 35.5 hours of rehearsal 
required 
More Than Meets The Eye” is 
@ 25-minute, full-color visualiza- 
tigm of the meaning of sounds and 
th@ir translation into network 
brPadcasting. It is an animated 
V@sion of a unique semi-abstract 


nticipating comment about the 
of a film to sell radio, CBS 
“is basically an illustrated 
id track, differing from the 
ventional movies by communi- 
ng primarily through sound ef- 

music and _  narration.. .its 
id track was created first, and 
the images fitted to the sound.” 
agi: vy is by Robert Trout. Mu- 


is by Vladimir Selinsky. 


Minneapolis Admen Elect 
aurice McCaffrey, ad manager 
of Dayton's department store, has 
n elected president of the Ad- 
veftising Club of Minneapolis. 
Othe: officers elected are Roger 
lolt, director of advertising and 
Sales promotion for Munsingwear 
Inc.; Bon Grussing, advertising, 
sales promotion and pubiic rela- 
tions director of Minneapolis-Mo- 
line Co., and George Hellickson, 
director of public relations for 
Oimsted & Foley, all v.p.s, and 
Gordon Malen, advertising director 
for the First National Bank of 
Minneapolis, secretary -treasurer. 


Clark Joins Argus Agency 

Wayne Clark has been appointed 
copy chief for Argus Advertising, 
Los Angeles. Miss Clark formerly 
was assistant to the editor of Good 
Housekeeping. Before that she was 
copy editor of Glamour 


POINT-OF-SALE 


“Iluminated and 
non illuminated 


Hoffman Radio Expands Its 
Advertising. PR Activities 

Hoffman Radio Corp., Los An- 
geles, has expanded and reorgan- 
ized its advertising department to 
handle an increase in advertising 
and added market coverage. E. A. 
Tischler, formerly with Walter 
McCreery Inc., Beverly Hills, has 
joined the company as publicity 
director. 

Donald E. Larson has been pro- 
moted from advertising manager 
to advertising director. He will di- 
rect distributor and dealer rela- 


tions and act as contact man with 
the company’s agency, Foote, Cone 
& Belding. Roy D. Soderlind, pre- 
viously an account executive with 
FC&B, has been named sales pro- 
motion manager. Wolcott & Asso- 
ciates will continue as public re- 
lations counsel 


Chrysler Promotes Way 

The Chrysler division of Chrys- 
ler Corp., Detroit, has promoted 
Walker Way from Detroit regional 
manager to the new post of di- 
rector of merchandising. 


L. A. Junior Adclubs Elect 

Don Lea, White King Soap Co., 
has been elected president of the 
recently combined Los Angeles 
Junior Advertising Club and the 
Los Angeles Junior Advertising 
Women. Other officers elected are 
Carolyn M. McClyman, MacAfee & 
Edwards, Ist v.p.; Noel Lee, Chain 
Store Age, 2nd v.p.; Elva Arm- 
strong, Independent Refrigeration, 
recording secretary; Ed Wirsing, 
Union Bank & Trust Co., treasurer, 
and John Cochran, Art’s Engrav- 
ing Co., corresponding secretary. 
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Bluethe Joins Lindberg 

H. W. Bluethe, formerly ad man- 
ager of Wheelco Instruments Co., 
has been appointed sales promo- 
tion manager of Lindberg Engi- 
neering Co., Chicago. He will be 
in charge of publicity, public re- 
lations and sales analysis. 


Bell Leaves Hamm Brewing 

Howard M. Bell has retired as 
sales director for Theodore Hamm 
Brewing Co., St. Paul, after 23 
years of service. He plans to reside 
in Arizona. 


THERE'S NO PLACE LIKE 
THE AMERICAN HOME 


aK 


2k We mean lightning-quick results. The examples 
here are only part of the story. We'd like to tell 
you more about what happens when American 


Home’s “‘high-voltage’’ families come in contact 
with the idea-pages of their favorite home- 
making magazine. Just call us. 


Read and re-read by 2,900,000 MEN AND WOMEN with a consuming interest in their homes 
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Rexall Buys ‘Doris Day’ Show 

Rexall Drug Co. has signed “The 
Doris Day Show” as a summer re- 
placement for “Amos ‘n’ Andy” on 
CBS. The Day program has moved 
into the “Amos ‘n’ Andy” time 
slot at 7:30-8 p.m., EDT, Sundays. 
Batten, Barton, Durstine & Osborn 
is the agency. 


: F&S&R Promotes Boyce 

ike Lou J. Boyce, associate manager 
of media, has been promoted by 
Fuller & Smith & Ross, Cleveland, 
to radio and television time buyer. 


Names Palm & Patterson 

Palm & Patterson, Cleveland, 
has been appointed to handle ad- 
vertising for the Erickson tools 
division of Erickson Steel Co., 
Cleveland maker of precision hold- 
ing tools. Trade publications and 
direct mail will be used. 


Appoints Schipper-Webb 

Detroit and Canada Tunnel 
Corp. has named Schipper-Webb 
Associates, Detroit, to direct ad- 
vertising and public relations for 
the Detroit-Windsor tunnel. 


KNXT Offers Class D Rate 
KNXT, Los Angeles. is offering 

a Class D time classification, which 

runs from sign-on until 12 noon 


daily, at a base hourl) rate of $300. 
The 6:30-7 p.m. slit has been 
changed from Class to Class B 
time. New rates include a special 
45% discount for station breaks. 
Appoints Bresnick Co. 
American Home Club Plan, 


Bangor, Me., has appointed Bres- 
nick Co., Boston, to handle its ad- 
| vertising. 


ek 


= 


in the first 10 days after 
the article “Much for 
Little’ appeared, our edi- 
tors received more than 
1200 inquiries from Amer- 
ican Home readers. 


A “Book of Home Plans’ 
offered in a 1/16-page ad 
sold more than 2,000 in the 
first month for one Amer: 
can Home advertiser. 


planked down $2.50 apiece 
to own an American Home 
Menu Maker, bringing the 
total of Menu Makers now 
in use to over 340,000. 


Drug Wholesalers’ 
Sales Rose 11.6% in 
1951; Profits Dropped 


New York, June 11—A study of 
187 service wholesale drug mem- 
bers of the National Wholesale 
Druggists’ Assn. doing a volume of 
more than $1 billion shows that 
1951 sales were up 11.6% but op- 
erating expenses increased 11.7%. 

Due to increased sales volume, 


Campaigns in New England 


47 


the average wholesale druggist 
| was able to earn 4.1% on each dol- 
| lar of sales before federal income ae 
| taxes, However, his net was ac- 
| tually reduced to less than 2¢ per 
| dollar of sales because 53°% of his 
income went to pay federal income 
taxes. This compares with 2.5% 
after federal income taxes in 1947. 

The index of wholesale drug 
isales for 1951 stood at 263 com- 
|pared to 100 for 1941. Expenses 
| were at 262.5, compared with 100 
in 1941. 


Rex Venetian Blind Co., Boston, 
is running a newspaper campaign 
throughout New England and sup- 
plying its dealers with mats for 
local tie-in promotions. Silton 
Bros., Boston, is the agency. 


Kramer Bros. Names Agency 


Kramer Bros. Inc., Philadelphia 
‘maker of Trimfit socks and hose 
| for men, women and children, has 
| switched its account from Zlowe 
Co., New York, to Friend-Sloan 
| Advertising, New York. 


ae 


| There’s nothing quite 


OAK-HYTEX 


BALLOONS 


for Advertising 
and Sales Pfomotion 


can achieve profitable results 
with OAK-HYTEX TOY 
BALLOONS in your product 


You, too — 


... use these any- 
where to help sell 
most anything. 
Write or Phone for 
details Today. 


| Te ORK RuseerCo 


Ravenna Onio 
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Jones Wins New Products 

Duane Jones Co., New York, has 
been named to handle advertising 
for two new products, Welch- 
grapeade and Sunkist orangeade 
and lemonade, to be launched in 
metropolitan New York. The prod- 
ucts wil! be distributed under li- 
cense by Reddi Distributors. News- 
papers, radio and TV will be used 
in New York 


Ross McKee Joins SSC&R 


Ross McKee, formerly with Cecil 
& Presbrey, has joined Sullivan, 
Stauffer, Colwell & Bayles, New} 


York, in an executive capacity 


$20,000 WORTH 
_of art and layéut 
material for only 


Multillig $180! 
CLIPPER 
Multi-Ad Services, Inc. 


105 Walnut, Peoria, Ill. 
THE CREATIVE ART SERVICE 


| 


A Sales Tip for You... 


Make Customers 
USE Your 


MAIL THIS COUPON TODAY 


THE HEINN COMPANY 
320 W. Florida St., Milwaukee 4, Wis. 


for Standard Oil through promo- 
tion of the company’s radio pro- 


3 Experts Tell How 


Merchandising for grams. Standard Oil sponsors 

about 180 newscasts and 95 sports- 

Sponsors Can Vary casts of college and professional 
| 


football games. 

Cuicaco, June 10—How can a} Courtesy radio announcements, 
radio or television station mer- telling listeners that John Doe, 
|chandise a product for an adver-| newscaster, would be on at a cer- 
| tiser? Merchandising is not a pre-/tain time with followup news on 
|cisely defined word and the sta-|some important event of local or 
tion that promises to merchandise | national attention helped develop 
a product may mean any number} a following for the program 
of things 

Three speakers at the Chicago|s Dealers are kept up-to-date on 
| Radio Management Club luncheon | the show, on what products are 
last week attempted to define mer- | being featured and on the renewal 
chandising from the point of view | of the show through letters from 
of an agency, an advertiser and a|the agency. In addition, they are 
station. They were James Shelby | supplied with window stickers and 
of McCann-Erickson; O. Johler,| posters which can be attached to 
merchandising manager of Inde-|radios in service stations giving 
pendent Grocers Alliance of | the Station and time of broadeast. 
America, and Jack Zinselmeier,| Easel-type posters announcing 
merchandising director of WLW,/the program and with pictures of 
Cincinnati | the newscaster are placed in the 
| client’s waiting room. Unused dis- 
play windows in the radio station 
also are utilized. 

The program is further pro- 
moted by having the newscaster 
make personal appearances at 
sales meetings and originating his 
broadcast from annual luncheons 
or dinners. 

Mr. Shelby pointed out that the 
opportunities for merchandising 
the program and tying in with 
special promotions are frequent. 


@ Mr. Shelby described the mer- 
chandising activities of his agency 


@ Mr. Johler told the meeting that, 
from the angle of a grocer chain 
like IGA, the best method is to 
have a merchandising program 
originate with the national head- 
quarters, This assures that the 
program will be followed through 
at all levels and that the necessary 
enthusiasm for the program exists, 
he asserted. 

Mr. Johler described a typical 
IGA merchandising promotion. 

First, IGA prepares window 
posters for the main brands to be 
promoted on radio, bulletins, 
stories in its magazine, American 
Family, and posters to explain 
what the promotion is about. In 
this way, dealers and wholesalers 
are made aware of the promotion, 
he said. 

Posters and other materials are 
prepared for each successive week 
of the promotion. In _ addition, 
IGA’s 94 wholesalers get together 
with local stations to prepare spe- 
cial material for the promotion. 

By working through the main 


Show your trademark 
or slogan in three- 
dimensional Heinn 
cover effects that 
invite reading of the 
effectively arranged 
loose-leaf material in- 
side. Your cover copy 
becomes the strongest 
ad you’ve ever had—a 
permanent selling 
force right in the 
buyer's office. This is 
one important Heinn 
advantage America’s 
industrial leaders 


SEAL THE DEAL—Adolf Hult (left), sales 

Ellis Redden, ad and sales promotion director of Motorola Inc., shake hands after 

completing arrangements for Motorola to sponsor “True Detective Mysteries’ over 

Mutual on alternate Sundays, starting July 13. Robert C. Marley (center), v.p. of 

Aubrey, Finlay, Marley & Hodgson, arranged for the deal when Williamson Candy 

Co. (an Aubrey, Finlay client), which has sponsored the show weekly for six years, 
decided to switch to alternate week sponsorship. 


v.p. of Mutual Broadcasting System, and 


office, he pointed out, IGA gets 
enough cooperation and follow- 
through to do the job right. 


@ Mr. Zinselmeier, who's station 
has had a separate merchandising 
department for 13 years, told his 
audience that merchandising must 
be done at the point of sale. 
While radio and television com- 
mercials serve to bring the prod- 
uct to the consumer’s attention, 
the actual decision is made at the 
point of sale, he observed. Since 


has 15 members, divided between 
drug and grocery items, who visit 
stores and try to get the products 
into a prominent display and out 
from behind the counter or wher- 
ever they are hidden. Each member 
tries to handle about 12 items a 
day. In this way, the sales success 
of a product can be improved more 
than 90°%, he asserted. 

Merchandising, Mr. Zinselmeier 
concluded, is simply bringing a 
product or service to the custom- 
er’s attention. 


75% of all sales are impulse items, | 


proper display of the product is 
vital, he said. 
The consumer's natural impulse 


is to handle the product and look | 


it over. He also wants to know the 
price, but frequently will not ask 
it. The price must be prominently 
displayed. 

The media story also should be 
tied in at the point of sale by some 
reference to the fact that the prod- 
uct is advertised on the radio or 
in a magazine. 


s At WLW, he said, merchandising, 
promotion and publicity are split 
into three separate functions. Pro- 
motion is used to bring the pro- 
gram before the public’s attention, 
publicity to keep the station in the 
public’s eye, and merchandising 
enters only where the client’s 
product comes into the picture. 
The merchandising department 


enjoy ...at the lowest 
operational cost per 
unit per year! 
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ompetition of quality 


as well as quantity . 


success of 


*CHICAGO 


mental to success in advertising. | 


At C. M. & H. we contribute to the 


many national advertising 


programs the indispensable factor 


. of fine photoengraving. 


. is funda- | 


|Appoints Aikin-McCracken 


Aikin-McCracken, Toronto, has 
been appointed to handle all ad- 
vertising for Chr. Hansen’s Labo- 
ratory, Toronto. Newspapers and 
|radio wili be used for the spring 
}and summer campaign for Junket 
brand foods. Advertising for Han- 
sen’s Instant pudding has been 
|handled by this agency since the 
|introduction of the product last 
| fall. McKim Advertising, Toronto, 
is the previous agency for the 
| Junket products, 


| Calitornia Admen Elect 

Kai Jorgensen, board chairman 
of Hixson & Jorgensen, has been 
elected president of the Souther 
California Advertising Agencie 
Assn. Other officers elected are 
Ear! L. Taggart, Taggart & Young 
Ist v.p.; Robert F. Millar, Steller, 
Millar & Lester, 2nd v.p.; Forrest 
Dolan, Mayers Co.,_ secretary- 
treasurer, The association now ha’ 
70 member advertising agencies in 
Los Angeles and the Southern Cal- 
ifornia area. 


Promotes Arlis Napier 

Arlis Napier, formerly in the 
New York office of Metal-Work- 
ing, has been promoted to Cleve- 
land manager for the publication, 
published by Sutton Publishing Co 
James B. McCuaig succeeds Mr 
Napier as district manager for the 
| New York territory. He formerly 
was with Roads & Streets and Mac- 
Lean-Hunter Publishing Co., To- 
ronto. 


| Morris Adds Two Accounts 
Cavanaugh Morris Advertising, 
| Pittsburgh, has been appointed to 
direct advertising for Brownie Po- 
tato Chips Inc., Altoona, Pa. (tele- 
vision and outdoor) and Singer 
Upholstering & Sewing Co., Pitts- 
burgh (newspapers, radio, televi- 
sion and direct mail). 


Camp Joins Acme Agency 

Ernest Camp Jr., formerly copy 
chief with Tucker Wayne & Co., 
Atlanta, has been named copy di- 
rector of Acme Advertising, Atlan- 
ta. In the past, Mr. Camp has been 
associated with Lennen & Mitchell, 
Federal Advertising and Lord & 
Thomas. 


Neal Elected V. P. 


Kimball L. Neal has been elected 
v.p. of Belnap & Thompson, Chi- 
cago merchandise incentive or- 
ganization. Mr. Neal has been as- 
sociated with B&T as a promotion 
director and account executive 
since 1934. 
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Shall we have the 


deep freeze ready, dear? 


Whether it’s hunting or fishing, golf or tennis, 
sports are a major source of recreation and relaxa- 
tion for millions of Americans. In serving the needs 
of these enthusiasts. the Sporting Goods Industry 
makes a vital contribution to the health and happi- 
ness of the nation. 
For the sportsman, his gear and equipment often X FC IRD PAPER 
hold as much appeal as woods, stream or athletic 4 S 
field. Part of the thrill is poring over catalogues 
and brochures for new items and suggestions. | B il | - | , 
Here is another striking example of how printing He P ULIC Sa cs 
helps make modern living more enjoyable — and 
helps build sales for manufacturers and dealers. 
Oxford papers can add realism and sales appeal to 
your selling-in-print by assuring finer. more faithful 
reproduction. You will find Oxford grades ideally * 
suited for folders, catalogues, labels, wraps and OXFORD PAPER COMPANY am OXFORD MIAMI PAPER COMPANY 
many other forms of promotional material... each 230 Park Avenue, New York 17,N.) O% 35 East Wacker Drive, Chicago 1, Ul. 
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AFORD PAPERS 


Help Build Sales 


Because fine printing plays an important role in promoting 
sales for your products, we urge you to discover how much 
Oxford Papers can add to your selling-in-print. Whether your 
next promotion calls for letterpress, offset or rotogravure, 
you can rely on Oxford Papers for finest results. You can rely, 
too, on your Oxford Merchant for dependable service and 
expert advice on the selection of proper weights and grades. 


IT PAYS TO ASK FOR -- AND USE THESE FINE OXFORD AND OXFORD MIAMI PAPERS 


COATED PAPERS 


Polar Superfine Enamel 

Maineflex Enamel 

Maineflex Enamel Cover 

Maineflex Enamel, Coated One Side 
Mainefold Enamel! 

Mainefold Enamel Cover 

North Star Dull Enamel 

Seal Enamel 

Engravatone Coated 

Coated Publication Text 


OXFORD PAPER COMPANY, 230 Purk Avenue, Neu 


UNCOATED PAPERS 


Carfax English Finish 
Carfax Super 

Carfax Eggshell 

Wescar Offset 

Wescar Satin Plate Offset 
Wescar Gloss Plate Offset 
English Finish Litho 

Super Litho 

Duplex Label 


York 17, 


Nation-wide Service 
Through Oxford Merchants 


Albany, N.Y. . . . « W.H, Smith Paper Corp. 
Atlanta, Ga - « « Wyant & Sons Paper Co, 
Augusta, Maine . . . . Carter, Rice & Co. Corp, 
Baltimore, Md °* The Mudge Paper Co. 
Bethlehem, Pa Wileox-Walter-Furlong Paper Co, 
Boise, Idaho . . ‘ Blake, Moffitt & Towne 
Boston, Mass . Carter, Rice & Co. Corp, 
tuffalo, N.Y - « « « Franklin-Cowan Paper Co, 
Charlotte, N.C. . Caskie Paper Co., Ine. 
The Charlotte Paper Co, 
Chattanooga, Tenn. . . . Bond-Sanders Paper Co. 


Chicago, Ill. . ° wham & Prosser Co, 
Brad 
W h t tker 
Cincinnati, Ohio cae eo Johnston Pz 
» Whitaker Px 
Cleveland, Ohio 
Columbus, Ohio ia 
Dayton, Ohio . . 3 Cincinnati Co 
The Whitake 
Des Moines, Iowa Bermingham & Prosser Co. 
Detroit. Mich Chope Stevens Paper Co. 
Fresno, Calif. . . . . Blake, Moffitt & Towne 
Hartford, Conn Green & Low Paper Co., Ine. 
Indianapolis, Ind. . MacCollum Paper Co, 
Jacksonville, Fla... . . Jacksonville Paper Co, 
Kalamazoo, Mich. . . Bermingham & Prosser Co, 
Kansas City, Mo Bermingham & Prosser Co, 
Knoxville, Tenn © « Louisville Paper Co. 
Lincoln, Neb » « « « Western Newspaper Union 
Little Rock, Ark p Roach Paper Co. 
Long Beach, Calif. . . . : Moffitt & Towne 
Moffitt & Towne 
Lou sville Paper Co, 
Caskie Paper Co., Ine. 
C. H. Robinson Co, 
Louisville Paper Co, 
Miami, Fla... .. . Everglades Paper Co, 
Milwaukee, Wis 


Los Angeles, Calif 


Allman-Christiansen Paper Co. 

Sensenbrenner Paper Co. 
Minneapolis, Minn. . . Wileox-Mosher-Leffholm Co. 
Nashville, Tenn. ; tond-Sanders Paper Co, 
News N.J. . . . « Bulkley, Dunton & Co., Ine. 
New Haven, Conn, . . . Bulkley, Dunton & Co., Ine. 
New York, N.Y... . taldwin Paper Co,, Ine. 
Dunton & Co., Ine. 
Low Paper Co., Ine. 


Oakland, Calif ° 
Omaha, Neb . 2 
Philadelphia, Pa 


Moffitt & Towne 

Western Paper Co, 

‘ . Atlantic Paper Co. 
Wileox-Walter-Furlong Paper Co. 
Phoenix, Ariz... . Blake, Moffitt & Towne 
Pittsburgh, Pa General Paper Co, 
Brubaker Paper Co, 
Portland, Maine. . . . C. H. Robinson Co, 
Portland, Ore . Blake, Moffitt & Towne 
Providence, R. [TD 2... Carter, Rice & Co. Corp, 
Richmond, Va ~ « « « « Cauthorne Paper Co. 
Rochester, N.Y... . Genesee Valley Paper Co. 
Sacramento, Calif . « « « Blake, Moffitt & Towne 
St. Louis, Mo Shaughnessy-Kniep-Hawe Paper Co, 
Tobey Fine Papers, Ine. 

San Bernardino, Cal ‘ Blake, Moffitt & Towne 
Salt Lake City, Utah . . Western Newspaper Union 
San Diego, Calif ° . Blake, Moffitt & Towne 
San Francisco, Calif. . . Blake, Moffitt & Towne 
San Jose, Calif... . Blake, Moffitt & Towne 
ttle, Wash, . . . . « Blake, Moffitt & Towne 

ity, lowa . . . ~ n Newspaper Union 
Spokane, Wash Moffitt & Towne 


Springfield, Mass. . . Bulkley, Dunton & Co., Ine. 
I 


(Div of Carte hee & Co. Corp.) 

Mill Brand Papers, Ine. 
Stockton, Calif Blake, Moffitt & Towne 
Tacoma, Wash. . . . Blake, Moffitt & Towne 
Tampa, Fla... . . - « « Tampa Paper Co. 
Toledo, Ohio . . . Paper Merchants, Ine. 
Tueson, Ariz. . . . - . Blake, Moffitt & Towne 
Washington, D.C... - « The Mudge Paper Co. 
Worcester, Mass P CLA Paper Co. 
(Div. of Carter, Rice & Co. Corp.) 


OXFORD MIAMI PAPER COMPANY, 35 Last Wacker Drive, Chicago I, Il 


MILLS AT RUMFORD, MAINE, AND WEST CARROLLTON, OHIO 


(dvertising Age, June 16, 1982 
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Advertising Age, June 16, 1952 


Cost of Spot Radio, on Per-Thousand Basis, 
Is Lower Than It Was in 1941, Study Shows 


New York, June 11—The cost of} 
spot radio has gone down in the 
past ten years, according to the 
National Assn. of Radio & TV Sta- 
tion Representatives. 

On a per-thousand sets-in-use 
basis, the cost has dropped 26% 
since 1941, and on a per-thousand 
radio homes basis it has gone down 
11.9%, the association reports in a 
study released iast week. 

The reason that spot radio cost 
has stayed low, according to T. 
F. Flanagan, managing director of 
NARTSR, is that the number of 
radio families has increased 54.4% 
and the number of sets-in-use has 
risen 84.3% in the same ten-year 
period. The Class A announcement 
rate has gone up 36.1% since 1941. 


s As shown in the accompanying 
chart, the cost-per-thousand has 
increased for competing media, 
ranging from a 14.4% rise in the 
milline rate for evening newspa- 
pers to a 22.7% increase in the 
milline rate for Sunday papers. 

Mr. Flanagan asserts that adver- 
tisers have reaped the benefit of 
lower unit costs brought about by 
increased volume of advertising. 

“Spot radio time sales increased 
from $45,681,959 in 1941 to $134,- 
000,000 in 1951,” he points out, 
“thus enabling the stations to ab- 
sorb the increases in operating 
costs. ..,” but when he came to fig- 
ure radio costs he introduced a 
new element, listenership, the par- 
allel to which he did not apply to 
print media. 


# Although Mr. Flanagan only al- 
ludes to it in passing, the survey is 
actually a delayed rebuttal of the 
figures on advertising costs which 
Melvin Brorby, of Needham, Louis 
& Brorby, showed to the American 
Association of Advertising Agen- 
cies at its spring convention. 

The NARTSR figures don’t agree 
with Mr. Brorby’s. The difference, 
Mr. Flanagan says, “is that Mr. 
Brorby figured the increased cost- 
per-thousand of magazines and the 
increased milline rates of news- 
papers on the basis of circulation 
without considering readership.” 


8In summary, Mr. Flanagan 
thinks his charts will make ad- 
vertisers jump with joy. 

“His advertising messages in all 
media cost less than the per cent 
increase in significant economic 
fields,’ Mr. Flanagan comments, 
“so the advertiser is able to buy 
his advertising in any one of these 
three major media at a price which 
represents in two of them only a 
fraction of the general increase in 
commodity and other prices, and 
in the third (spot radio) an actual 
decrease.” 

Advertisers, he says, need more 
radio families, more sets in use,| 
more advertising impact to move 
increased production, in order to 
meet the increase in population 
and in disposable income. 


s Here are comparative figures 
on spot radio, magazine and news- 
paper costs, and economic factors, 
that are contained in the associa-| 
tion’s study: 


| 
| 
SPOT RADIO 


1941 1951 % 

Change 

Class j 

rate $16.27 $22.14 +36.1; | 

Radio sets 

in use 56,000,000 103,250,000 +-84.3 
No. of radio fam- 

ilies 29,700,000 45,850,000; 4.54.4 | 

Auto sets } 

in use§ 8,500,000 20,000,000 + 135.2 

Est. set sales in °52 9,000,000 | 

| 

+Rate increases of other Class A time 


segments; one hour, 12.8%; half-hour, 
13.3%; quarter-hour, 16.3%. 

tSource: Broadcasting Year Book. 
§Included in total sets in use. 


The 93 stations in the sample were se- 
lected by power and location in direct 
proportion to the total number of stations 
in the U. S. However, more network af- 


ST PER & 
PER CEN) INCREASE OF 


CECREASE 


LUNE RATE SUNDAY RESIPAPERT 


filiates are used in compilation propor- 
tionately than non-network affiliates. 


MAGAZINES 
No. of Combined Cost 
M i Circulati b&w Per 
page Thou- 
rate sand 
1941 45 61,623,500 $154,469 2.51 
1951 45 79,658,600 237,324 2.98 


Increase in cost per thousand........ 18.7% 
Source: Magazine Advertising Bureau 


SPOT RADIO COST SETS wm USE 


NEWSPAPERS -»}- 
1941 Total No. Milline 
Agate of Rate - 26.0 
Line Papers -» _ 2 
Rate war “ist 
Morning $38,134 377 «= $2.31 - 
Evening 90,939 1480 3.55 Source: i 
Sunday 69.284 510 2.07 Magazines: Magazine Advertising 
Bureau 
Increase| Newspapers: Editor & Publisher 
1951 51 = 1951 Year Book 
‘41! Radio: Statistical Tabulating Co. 
Morning —=—_ 82,799 319 2.80 21.2%! compilation of matched sample 93 | 
Evening 167,452 1454 4.06 144 : ry te 
Sunday 129827 543 254 22.7 | Stations rates. 


Source: Editor & Publisher 1951 Yearbook Broadcasting Magazi: e estimate of 
radio sets and families 

Economic Factors Affecting 
Cost Per Thousand for Advertising 


Chrysler Promotes [Jills 


Media 

Wholesale Price Index (1926-100) to Export Sales Manager 
torte e| Philip K. Hills has been pro- 
crease} Moted to v.p. and general sales 
All Commod- manager of the export division of 
ities 88.8 179.5 102.0 Chrysler Corp., 
Foods 84.7 186.0 119.6 Detroit. In addi- 
Consumers Price tion, he will di- 
Index-all rect the sales and 
items 105.3 185.5 76.2) service operation 
Jen. Jan of all Chrysler 
1941 1951 products in over- 
Total seas markets. He 
families 35,462,000 44,167,000 24.5) has been serving 


Average dis- 
posable income 
per family $2,566 $4,995 94.6 
Source: Bureau of Labor Statistics 


as sales manager 
of the export di- 
vision since Nov. 
6, 1950 

Mr. Hills began | 
his career with a| 
New York market research and ad- | 
vertising agency and in 1926) 
joined the export staff of Hudson 
Motor Car Co., Detroit. He was 
named sales manager for conti- 


Philip K. Hills 


Integrates Sales, Distribution 
Elgin National Watch Co., Elgin, 
Ill., has integrated its sales and 
distribution facilities with those of 
its two manufacturing subsidi- 
aries, Wadsworth Watch Case Co., Proce? 
Dayton, Ky., and Hadley Co., Pro- nental Europe by Hudson in 1930. 
vidence. W. D. Evans, general sales | He joined Chrysler’s export divi- 
manager for Elgin, will assume the | sion in 1937. 
additional duty of directing the 
new Wadsworth-Hadley sales di-| Appoints Seidenbaum & Co. 
vision. The division will be head-| [ntercontinental Marketing 
quartered at Elgin under the man- | Corp., New York distributor of 
agement of H. E. Rich, who was! photographic equipment, has 
southwestern sales manager for El-| named William G. Seidenbaum & 
gin. Co., New York, to direct its adver- 


tising and merchandising. 
Miller Named Toni V. P. 


Wilmore H. Miller, brand super- | Kessler Joins Taplinger 
visor for all permanent waving! Martin Kessler, formerly editor 
brands of Toni Co. division of Gil-| of the Beverage Times, has joined | 
lette Co., Chicago, as well as being Robert Taplinger & Associates, | 
responsible for export liaison, has| New York, public relations com-)| 


been elected a v.p. of the company. | pany. | 


+) 
GREAT MOTION PICTURES ARE PROCESSED BY PATHE | 


U-I President Nate J. Blumberg says: 


**We have an exclusive contract 
with Pathé Labs for the process- 
ing of all our black and white 
pictures. They give us what w 
want, when we want it.”’ 


No processing job is too large for Pathé. 
None is too small. The only requirement | 
is that each be of the highest quality. 
Perhaps you would like details on the 
benefits of an exclusive Pathé contract. 


Both New York and Hollywood Have Complete Pathé Laboratory Facilities: 
35MM bd 16MM COLOR bd BLACK AND WHITE 


Pathé Laboratories, Inc. is a subsidiary of Chesapeake Industries, Inc. ‘ 


| mer Jr 
| and Henry C. Little, executive v.p., Camp- 


Advertising Council Names__, 


‘Board Committee Heads 


Appointments for 1952-53 of 
chairmen and vice-chairmen of the 
Advertising Council’s nine board 
committees have been announced. 
They are (chairman listed first): 

Executive committee: Philip L. Graham, 


publisher, Washington Post, and Lee H. 
Bristol, president, Bristol-Myers. Cam- 
Ppaigns review committee: William R. 


Baker Jr., president of Benton & Bowles, 
and Howard M. Chapin, marketing man- 


| ager, Birds Eye division, General Foods. 


Nominating committee: Charles G. Morti- 
executive v.p., General Foods, 


bell-Ewald. 
Radio & TV committee; Niles Trammell, 
rd chairman, NBC, and Wesley I. 
Nunn, advertising manager, Standard Oil 
Co. (Indiana). Planning committee: Fair- 
fax M. Cone, president, Foote, Cone & 
Belding, and Samuel C Gale, v.p. and 
director of advertising an public services, 
General Mills. Promotion committee: Ed- 
gar Kobak, business consultant, and Har- 
old B. Thomas. Sponsorship committee: 
Leo Burnett, president, Leo Burnett Co., 
and Theodore L. Bates, Ted Bates & Co. 
Roundtable committee: James W. Young, 
senior consultant, J. Walter Thompson Co., 
and Chester J. LaRoche, president, C. J. 
LaRoche & Co. Government relations 
committee: Stuart Peabody, assistant v.p., 
Borden Co., and Albert E. Winger, board 
chairman, Crowell-Collier Publishing Co. 


51 


Publishes Poster Annual 

Outdoor Advertising Inc., New 
York, has published the “1951 Pos- 
ter Annual,” containing reproduc- 
tions of the “100 Best Posters of 
1951.” The introductory section of 
the annual contains an extensive 
treatment of the elements of good 
poster art and layout. 


Gould to Virginia Metal 

James W. Gould, formerly assis- 
tant advertising manager of E. F. 
Hauserman Co., Cleveland, has 
been appointed advertising man- 
ager of Virginia Metal Products 
Corp., Orange, Va. His headquar- 
ters will be in Pittsburgh. 


Indoor Advertising of America 


A DIVISION OF W.L. STENSGAARD AND ASSOCIATES, INC 


346 N. JUSTINE ST., CHICAGO 7, ILL. 


DISPLAYS OF ALL TYPES AND SIZES 
DEMONSTRATIONS + EXHIBITS 


Let us bid on your next display job 
PHONE OR WRITE..NO OBLIGATION 


“KWKH 


coverage 


is excellent” 


Says JOHN B. WILLIAMS 


IMPORTANT LOUISIANA FOOD BROKER 


John B. Williams is owner of a very successful 


Ack 


food brokerage house in the L 
Texas area. Among the prod: 
resents are Crustene, Snowdrif 


Here’s what Mr. Williams recently wrote us: 


ee 


e are very much pleased with the results 


of the programs that you 


ucts his fom rep- 
t and Wesson Oil. 


carry for the people we 


represent. It is our opinion that the coverage we 
get with your station is excellent. 

It is a pleasure to work with your people. We 
have found that your staff has been very anxious 


at all times to cooperate 


with us in order to get 


maximum results. With this teamwork, I am sure 
we will continue to get the returns expected. 


(Signed) John B. Williems?” 


Study No. 2—Spring 1949 
KWKH’s daytime BMB circulation is 303,, 


227,701 of 75.0% of these families are “ 
listeners”. (Nighttime BMB Map shows 268,5 
sas, Texas, New 


KWKH DAYTIME BMB MAP 


daytime, in 87 Louisiana, Arkansas and Texas counties. 


230 families, 


average daily 
90 families in 
Mississippi 


KWKH 


A Shreveport Times Station 


SHREVEP 


50,000 Watts * CBS 


ORT LOUISIANA 


The Branham Company, Representatives 


Henry Clay, General Manager 
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This Week in Washington... 


By STANLEY COHEN 
Washington Editor 

WASHINGTON, June 12—-They may 
be collosal in Hollywood, but when 
it comes to Washington, the movie 
moguls are country bumpkins 

Five times, the Federal Com- 
munications Commission has an- 
nounced a date for the industry’s 
long sought hearing on channels 
for theater TV. Five times, the in- 
dustry was left waiting at the altar 
Now FCC is promising to positively 
hold the hearing beginning Jan. 
12, 1953. 

Hollywood falls meekly in line, | 
though there doesn’t seem to be 
any logical reason for such a long 
delay. Theater TV has been on the 
agenda long enough to command} 
more respect. Perhaps the movie} 
people feel time will help. At the} 
present time, FCC is openly hostile 
to theater TV, thinks it should op- 
erate with intercity leased wires 
instead of scarce TV channels. At) 
the moment, it looks like the odds 
are against Hollywood. Rep. Oren 
Harris (D., Ark.), who has the un-| 
enviable job of chairing the spe- 
cial committee investigating TV 
programming, insists something 
worth while will come of it all 
t’s hard to see how. 

e o e 

its efforts to define “moral- 
ity?’ Congress inevitably encour- 
ages mediocrity and inanity. TV 
infierited more than enough of that 
fram radio. There is precious little 
Cofgress can contribute. TV's chief 
praéblem seems to fall pretty far 
outgide Congress’ area of respon- 
sibility. That problem many believe 
avery to ratings, and it is a 
lem for admen rather than 
ressien 
illions of TV owners want to 
kai@w why a program like “Kukla, 

and Ollie” can’t be sold. Ac- 
» to NBC it can’t because a 
‘Hapular space opera” on a com- 
petting network has more listeners, 
@Gobbles up more outlets. But do the 
tii@-buyers know how many of 
thefe listeners will be mad enough 
to @rite a letter if the other pro- 
gram is changed? Or go out and 
bug the product the program ad- 
verfises’ There are reports that 
Kukla, Fran and Ollie is in trouble 
again. Truly this is a sad commen- 
tary) on TV—or NBC's salesmen 
or the Madison Ave. time-buyers 

e . e 

Fair minded men will find it 
hard to quarrel with the report of 
the special advisory committee of 
the Post Office Department, calling 
for Congress to put postal rate 
making on a business-like basis 


| 


” 


Coupons are used to win 
new customers and to hold 
present ones. 


Eureka designed coupons 
produced on “ESPCO” Safety 
Paper afford protection against 
counterfeiting. Safety paper 
coupons are more effective, 
attractive and indicate value 


Write today for information 
and sample of various types 
of coupons such as we produce 
for leading companies. 


Eureka Specialty Printing Co. 
Specialty Division 


567 Electric Street, Screnton, Pa. 


Eureka - HS OF COUPONS CHMTUC ATES 
; THAOING STAMPS POSTER STAMPS ano 


GUMMED STATIONERY LIAS 


Outlook for Theater TV Is Dimming 


These six advisory committee 
members—including RCA Chair- 
man Frank Folsom—stressed their 
chagrin at the fact that the Post 
Office controls neither its costs nor 
its prices, and that the Congress— 
which controls both—seems utterly 
unconcerned about maintaining a 
balance. Along this line, the com- 
mittee pointed out that postal costs 
were increased by $1.4 billion since 
1945, income by only $400,000,000. 
As industrialists, they offered the 
business man’s advice: Let Con- 


| gress decide the kinds of subsidies 


it wishes to allow, then turn over 
the postal rate making job to a 
commission, under instructions to 
keep income in line with expenses 
(less subsidies). Back in the dim 
days of the 80th Congress, Rep. 
Katherine St. George (R., N. Y.) 
placed a similar plan before fel- 
low-members of the House postal 


committee. But the gentlemen were 
reluctant to give up their toga of 
authority as directors of the 
world’s largest business, however 
badly they acquitted their respon- 
sibilities. 


With Congress determined to ad- 
journ on July 3—barring a change 
of heart—fair traders may have 
been mousetrapped. Their compe- 
tent lobby rammed iron clad re- 
sale price maintenance through 
the House and badgered Senate in- 
terstate commerce committee 
Chairman Ed Johnson (D., Colo.) 
into holding an immediate hearing. 
In theory, interstate is ready to 
heed their beckoning and bring fair 
trade to the Senate floor well be- 
fore adjournment. But, now, a 
complication. Sen. Pat McCarran 
(D., Nev.), chairman of the Senate 
judiciary committee, is insulted. He 
contends that “fair trade” changes 
the anti-trust laws and ought to be 
examined in the judiciary com- 
mittee. If Sen. McCarran has his 
way, fair traders will find them- 


selves starting all over again when 
the new Congress assembles next 
January. 


Fremont Joins Bendix 


T. Stanton Fremont, formerly 
consumer products manager of 
Westinghouse Electric Supply Co. 
in Chicago, has been named gen- 
eral manager of Bendix Home Ap- 
pliances Sales Corp. in Chicago 
Prior to joining Westinghouse, Mr. 
Fremont had been merchandise 
manager of Spiegel Inc., Chicago, 
and before that was with Bloom- 
ingdale’s, New York department 
store, for 14 years. 


Names Scolaro, Meeker 

The Knoxville Journal has 
named Scolaro, Meeker & Scott, 
New York, to represent it nation- 
ally. Story, Brooks & Finley previ- 
ously handled representation. 


Emmett Appoints Brillman 

Paul Brillman, formerly with 
Electrical Distributing Co., Port- 
land, Ore., has been appointed an 
account executive of James Em- 
mett Advertising, Portland 
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Slay Appointed Ad Manager 
Marvin Slay, formerly in the 
continuity department of KOIN, 
Portland, Ore., has been named ad- 
vertising manager of Carl Brand- 
enfels Enterprises, St. Helene, Ore. 
He was at one time advertising 
manager of Timber Structures, 
Portland, and later an account ex- 
ecutive with the Portland office of 
Pacific National Advertising. 


Names Western Advertising 

Western Advertising, Racine and 
Chicago, has been named to handle 
advertising and publicity for Grand 
Rapids Bookcase & Chair Co., Hast- 
ings, Mich. Previously, the account 
was handled by Wallace-Linde- 
man, 


To Albert Sidney Noble 

The newly-formed nitrogen di- 
vision of Allied Chemical & Dye 
Corp., New York, has appointed 
Albert Sidney Noble Advertising, 
New York, to service its account. 


Fragrance Foundation Moves 

Fragrance Foundation Inc., New 
York, has moved to new quarters 
at 1 E. 53rd St. 


Who earns the most? 


6) ‘ 
ee ? 
iN aN —_ 
Percent of | © — Ja\ 
vas as aed aa 
ae EXECUTIVES 


This is chart 9 from They Went To College, based on a surves 


of thousands of college graduates who answered TIME’s ques- 
tionnaire with data on many facets of their lives 


‘ourses they took to how many children they have. 


lhe facts revealed by this unprecedented study were tabulated 
ind analyzed by Patricia Salter West at the Columbia Universit, 


from the 


Bureau of Applied Social Research. Ernest Havemann. a former 


TIME editor translated them inte 277 pages of interesting text 


and charts 


They Went To College is published by Harcourt. Brace & Co 
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Purchasing Agents 
Oppose Fair Trade 
Price Fixing Laws 

New York, June 10—Almost 
nine out of ten, or 87% of pur- 
chasing agents queried, feel that 
“fair trade price fixing is incon- 
sistent with the principles of com- 
petitive free enterprise,” Purchas- 
ing reports of a survey it has just 
completed. 

“Practically the same number,’ 
the Conover-Mast publication says, 
“or 85%, say their experience and 
observation do not support fair 
trade proponents’ claim that price 
cutting tends toward monopoly by 
destroying weaker competitive 
units. 

“About 82% don't believe fair 
trade pricing can strike a balance 
between price ceilings and the 
price floors that Commerce Secre- 
tary Sawyer thinks are necessary 
under certain economic conditions. 


s “Purchasing men are split,” the 


magazine says, “almost evenly on 
whether or not manufacturers’ sug- 
gested resale price lists can be 
maintained effectively if fair trade 
agreements are on a _ voluntary 
basis. Tabulations show 51% say 
yes and 49% say no. 

“Only 21% support the idea of 
giving a manufacturer the right 
to control the pricing of his prod- 
uct after title has passed to the 
dealer or other purchaser.” 


_ Newspaper Ad Execs Elect 


The Pacific Northwest Newspa- 
per Advertising Executives Assn. 
has elected Donald Arthur, adver- 
tising director of the Herald, Bell- 
ingham, Wash., president. Other 
officers elected are J. M. Lecky, 
advertising director of the Sun, 
Vancouver, B. C., and Bob Sprague, 
advertising manager of the States- 
man, Salem, Ore., secretary-treas- 
urer. 


Doorly Joins ‘New Yorker’ 

Leigh Doorly, formerly with 
Wendell P. Colton Co., New York, 
has joined the Chicago sales staff 
of The New Yorker. 


MANE US PROVE IT! 
- sam 


o-* 
aD ANNES ERSARD 


SUN SERIES—To introduce its “new” high 

test Blue Sunoco gasoline, Sun Oil Co. 

is using ads like this in approximately 

100 eastern newspapers. Ads also cele- 

brate Sun's 25th anniversary. Hewitt, 

Ogilvy, Benson & Mather, New York, is 
the agency 


Nash Elected President of 
Package Designers Council 
Jarnes Nash has been elected 
president of the newiy formed 
Package Designers Council, New 
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York, Other officers are Frank Gi-| 


anninoto, executive v.p.; Egmont 


Arens, secretary, and Alan Berni, | 


treasurer. 

The council “will establish pro- 
fessional standards of ethics and 
professional performance, promote 


the use of better design in indus- | 
try, recommend educational stand- | 
ards for schools and colleges teach- | 
ing package design, and encourage | 


and guide such students.” 


Donnelley Buys Monthly 

National Rug Cleaner & Oriental 
Rug has been purchased by the 
trade paper division of Reuben H. 
Donnelley Corp., New York, from 
Pinover Publications. The transfer 
is effective with the June issue. 
Donnelley also publishes National 
Cleaner & Dyer. ‘ 


Duncan Hines Bread Out 
Durkee’s Domestic Bakery Inc., 
Homer and Carthage, N. Y., has 
launched the Duncan Hines Home 
Style bread in a 20-county area of 


upstate New York. Newspapers, | 
radio and point of sale are being 
used. The brand name is licensed | 


by Hines-Park Foods Inc., Ithaca. 


They went to college 


=> and they are your 


best customers! 


New book gives advertisers the first really detailed and documented 


study of a major U.S. market—U. S. college graduates. 


\ 


portant groups of people in the world in 
They Went to College, a new book based on 
a TIME-sponsored survey of the graduates 


ou"LL FIND the answers to many of your 
questions about one of the most im- 


of more than a thousand American colleges. 


In addition to facets about their standing in 


the community and what kind of political 


and religious beliefs they hold, this full- 


length portrait gives advertisers straight an- 


swers to such pointed questions about the 
college graduate as these: 


Because its audience represents onc of the largest concentrations 
of college graduates reading any major magazine in the world today, 
undertook the comprehensive 


TIME, 


The 


Q. Where does he work?. 
A. College graduates hold key jobs. 


Q. How much does he earn? 


On sale now at all book stores. 


Weekly Newsmagazine, 


study which is the basis of this milestone book. 


—to get it straight to the graduate market 


A. His median income is more than twice 
the national median. 


(. When does he earn it? 


A. College graduates earn more from the 
first year on the job than the average man 
ever makes, 


They Went to College is the most complete 
study of college graduates ever attempted. 


I 


AT ONCE 


FOR DELIVERY 


During 
the Coming Year 


52,000,000,000 


in RAW MATERIALS, PARTS 
CONTAINERS and SUPPLIES 


S200, 00, T 


in MOTOR TRUCKS 
and SUPPLIES 


60,000, 00¢ 


in BAKERY MACHIN 


Y 


' 
Will Pay Regular Prites 


We buy over 50 kinds of food in- 
gredients; also most every item 
used in mechanized production and 
distribution. Cut yourself a slice of 
our market . . . call a BAKING 
INDUSTRY representative now. 


This advertisement sponsored by the bokers 
who read BAKING INDUSTRY, representirg 
92% of the buying power of the Baking 
Industry. 


15,282 


More Bakers subscribe for 
BAKING INDUSTRY than for 
any other bakery magazine 


BAKING 


ut 
SINCE snr Helper 


105 W. ADAMS ST, daca 3 
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Cost Study Shows Many Weeklies Made 


Less Than 6% Last Year, Down 2% from 1950 


Cuicaco, June —More than 
one third of weekly newspapers 
analyzed in a recent cost study 


made less than 6% in net income 


before taxes in 1951. 
The study was made by the 
Newspaper Assn. Managers Inc. 


and the Weekly Newspaper Bureau 
of the National Editorial Assn. The 
results are based on replies from 
17 state newspaper associations 
and 153 individual weeklies 

Average net income before taxes 
of the papers replying was 11.2% 
last year, a drop of 2% from the 
previous year’s figure. Income was 
derived principally from four 
sources, and averaged out to the 
following percentages: advertising, 
58.3%; circulation, 12.2%; com- 
mercial printing, 24.7%, and mis- 
cellaneous, 6.6% 


27 


@ Only of the questionnaires 
returned had both income and ex- 
penses broken down listed in 
the questionnaire, according to 
Carl Webb, manager of the Oregon 
Newspaper Publishers Assn. and 
chairman of the cost study com- 
mittee 
“It is necessary for each report 
to distribute the percentage of in- 
come and expense on the same 
basis if a meaningful study is to 
“Besult,” Mr. Webb said. 
WWith less than 16% of the re- 
s bearing the complete infor- 
mation asked, it indicates weekly 
Miblishers do not have adequate 
yunting records or are not suf- 
fbn tly interested in the outcome 


of national study to furnish the 


as 


the following table the aver- 
of the 27 “perfect” reports 
shown. These averages are not 
same as those based on all 153 
but the income and ex- 
breakdown “is probably 


rts, 
Sc 


e representative because there | 


no groupings of items to throw 
@absi fication averages off,” the 
Dufeau says. 


ts: Weekly Newspaper Cost Study 
COMPOSITE FINANCIAL REPORT 


(CaMpiled from the 27 “perfect” reports 
But of 172 submitted for study) 
(Ciituiations range from 770 to 12,500.) 
Ine@ime (1951) Average 
Ret@il (local) display 38.6 

al (national) display 11.1 
TOTAL DISPLAY 49.7 
Classified and Reader 5.7 
Legai 49 
TOTAL ADVERTISING 60.3 
Circulation 10.6 
Commercial printing 25.0 
Miscellaneous 41 
TOTAL INCOME 100.00 
Expenses (1951) Average 
Shop Wages (before deductions) 27.8 
News, Adv., Bus. office salaries 13.2 
Administrative and other salaries 111 


TOTAL WAGES AND SALARIES. 52.1 


Newsprint 49 
Ink, mats, photos, engravings 2.7 
Job shop paper, supplies & 

office supplies 83 
Power, light, heat, gas, water 17 
Telephone, telegraph, trave! i9* 
Freight, postage, delivery 1.5 
Depreciation on equipment 41 
Rent (building expense, if 

owned) 1.9 
Maintenance and repair 1.9 
Taxes (except income taxes) 18 
Interest and insurance 14 
Bad debts 1.0 
Contributions and advertising 1.3 
Other expenses 4.2 


Clippings from the business press, 
farm publications end consumer 
magazines can supply valuable infor- 
mation ia the operation of business. 
Used by business organizations and 
their advertising agencies for collect- 
ing editorial publicity, for maintain- 
ing competitive advertising files, for 
making research and market studies 
and for developing sales prospects. 
Booklet No. 50 Clippings Aid Business 
Booklet No. 60 Magazines Read by Bacon's 


BACON’S CLIPPING BUREAU 


343 So.’ Dearborn St., Chicago 4 


| 


TOTAL EXPENSE 90.7 
Net income (before income 

taxes) 9.3 
TOTAL EXPENSE PLUS NET 

INCOME - . 100.0% 
Capital Expenditures ‘new 

equipment) . 5.6 


Vigeland Joins ‘American’ 
Arthur Vigeland, previously re- 

sort and travel advertising mana- 

ger of the New York Times, has 


joined American Magazine as trav- | 


el sales specialist. 


Silvertex Names Fellman 
Silvertex Co., Philadelphia mak- 
er of men’s suits, has named Leon- 
ard F. Fellman & Associates, Phil- 
adelphia, to direct its advertising. 


|Open Agency in-Denver 

Harry Hill, formerly with United 
Press and KVOD, Denver, and J. T. 

Daniels, who has worked in radio 
and TV in New Orleans, have 
opened an advertising and public 
relations agency in the Enterprise 
Bldg., Denver. 


Simmons Joins NBC Sales 

Harry Simmons, formerly radio 
and TV station representative, and 
newspaper advertising sales repre- 
sentative, has joined the Chicago 
radio spot sales staff of National 
Broadcasting Co. 


Wenthen to Scheideler, Beck 

Henry G. Wenthen, formerly 
with the production staff of Ben- 
ton & Bowles, has joined the pro- 
duction staff of Scheideler, Beck 
& Werner, New York. 


Biddle Co. Resigns Account 


Biddle Co., Chicago and Bloom- 
ington, Ind., has resigned the 
Owen Nursery account, effective 
June 30. Everett D. Biddle, presi- 
dent and executive on the ac- 
count, is reducing some of his per- 
sonal responsibilities for reasons 
of health and to devote more time 
to the industrial and farm fields. 


Raymer Appoints Dawson 
Dick Dawson, formerly of Du- 
Mont Television Network, has 
joined Paul H. Raymer Co., New 
York, as a TV account executive. 


June Dairy to Weiss & Geller 


pointed Weiss & Geller, New York, 
to handle advertising for all prod- 
ucts. Friend-Krieger, New York, is 
the previous agency. 
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Cason to Kenneth Butler 


A. J. (Bill) Cason, formerly with 
the Chicago group sales promotion 
office of Sears, Roebuck & Co., 
Chicago, has joined Kenneth B. 
Butler & Associates, Mendota, II1L., 
agency, as a copywriter and ac- 
count executive. 


| Mary Chess Names Agency 


Mary Chess Inc., New York and 
London producer of perfumes and 
cosmetics, has appointed Osgood & 
Hazen, New York, to handle its 
advertising. Magazines, newspa- 
pers and television will be used. 


| Brown Joins Ford Motor PR 


June Dairy Products Co. has ap-| 


Holmes M. Brown, formerly di- 
rector of public information for 
Williamsburg, Va., has been ap- 
pointed to the public relations staff 
of Ford Motor Co., Detroit. 


Can these booklets help you ? 


NEW: Yardsticks For Industrial Advertising 

a booklet illustrating the winning 
campaigns in ABP’s annual Industrial Advertising Con- 
. a guide to the most successful business ad tech- 
illustrations, color, 
type and copy to get best results in industrial, professional 
for every business 
aeaee COPIES 


Just off the press, 


test 


niques . ways to use headlines 


and institutional advertising. A “must” 
ad writer SEND ME 


Advertising Contest 


to-bottom-of-your-staff distribution. 
SEND ME 


How To Get Merchandising Ad Results 

The winning advertisements in ABP’s 1952 Merchandising 
a new set of top performers full 
of clues to the sound methods that make merchandising 
ads pay bigger profits. Send for enough copies for top- 


a. 


yy peer 


As “service center” for business paper advertisers, ABP has a lot of 
material available to help you improve the performance of your business 


four important booklets . . . 


advertising and step up the returns on your ad-investment. Here are 
two brand new and two profit-pointing 


perennials packed with helpful data. Write for copies; check below, 


to order as many as you need. 


A re-issue . . . 
ives 


jectives—under the 
mobilized economy. 


readers 


brought up to date. . 
wartime advertisements planned to meet specific object- 
full of ideas on How to make business advertising 
work harder to gain both today’s and tomorrow's ob- 


Advertising in Today’s Economy 


. Of outstanding 


special conditions of a partially 
SEND ME . COPIES 


Paid Circulation ... What's It To You? 


A straightforward report on a much discussed question 
that will help you to appraise more clearly the plus 
values, for advertisers, in publications paid for by their 
and circulations audited by ABC. Important 


to everyone with a say in media decisions 


. COPIES 


SEND ME 
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B&B Promotes Johnson 


Austin Johnson, head of the 
store research department for Ben- 
ton & Bowles, New York, and a 
member of its merchandising com- 
mittee, has been promoted to co- 
ordinator of merchandising. Be- 
fore joining B&B four years ago, 
Mr. Johnson was with A. C. Niel- 
sen Co. 


Allis-Chalmers Boosts Dorn 


A. E. Dorn has been promoted to 
industrial sales manager for the 
tractor division of Allis-Chalmers 
Mfg. Co., Milwaukee. He has been 
Pacific Coast territory manager 
since 1943. 


Moves Pittsburgh Oftice 

Marsteller, Gebhardt & Reed has 
moved its Pittsburgh office to 406 
Law & Finance Bldg. 


Ontario Admen Elect 

The Advertising and Sales Club 
of Kingston, Ont., has elected Reg 
Walton of Ward & Hamilton Drugs 
Ltd., president. Other officers 
elected are George Shurtleff, — 
eral Insurance Co., Ist v.p.; 
Neville, Neville’s Paints, 2nd v. “He * 
George Walker, London Life In-| 
surance Co., secretary, and Bob 
|Benson, General Insurance Co., 
| treasurer. 


Reibold Elected a V. P. 

Elmer L. Reibold, who became 
sales manager of Hickok Mfg. Co., 
Rochester, in March, has been 
elected a v.p. 


R&R Moves St. Louis Office 

Ruthrauff & Ryan has moved its 
St. Louis office to the Railway Ex- 
change Bldg. 


| “unsolicited letters 
| astic owners” 


» Dodge Truck 
Campaign Uses 
Owners’ Letters 


Detroit, June 12--Dodge divi- 
sion of Chrysler Corp. has turned 
from enthusi- 
into a successful ad 
campaign for Dodge trucks. 

Dodge says it ha: always re- 
ceived letters and postcards from 
satisfied owners, but the volume 


| of these letters took a sharp upturn 


about two years ago “when num- 
erous mechanical improvements 
were made.” 


L. F. Desmond, director of adver- 
tising and merchandising at Dodge, 
decided about a year ago to make 
use of the accumulating letters and 
photos in a forthcoming campaign. 
The then-current Dodge campaign, 
which used individual ads directed 
at the 25 vocations which use the} 
most trucks, was drawing to a) 
close. 


® The testimonial letters on hand 
covered many of these top 25 voca-| 
tions, so field men from Ross Roy | 
Inc., the Dodge truck agency, went 
out to get legal clearances signed 
and to take photographs. 

Initial ads, were run in a large 
list of newspapers, general maga: 
zines, farm publications and truck- 
ing and vocational magazines. 
These ads brought in even more 


the long green . . 


competition . . 


cost . 


‘THE MAN WHO SHOOTS PAR in business these 
days follows through on his business reading. He has to—to drive straight for 
. to get product and production facts fast . . 
finger on market and sales trends. The Best Informed Men in every Field really 
read their business papers... . 


in your Field. 


“ARP's “ 


for how-to... 


. changing regulations . . 


start him planning. . . 


Continuing Study of Business Papers” 


. or keep a sensitive 


and when-and-what-to-buy. 
Fact is, most of the men who read the business press have buying on 
their minds. Four surveys* made by the careful researchers of the ARF indicate 
that almost 8 oiit of 10 business paper readers specify or buy. And of these, 8 out 
of 10 buy by brand. They don’t buy buttons from Mr. Jones .. . 
Buttons. Not anonymous chemicals or carpets or cosmetics . . . 
names they know. 
Of course, the business man reads the business press with a buying eye. . . 
and reads it thoroughly. Where else can he get the specific facts he needs to 
tackle the problems of his own particular job in markets made rough by tough 
. and often a startling rate-of-progress 
in product and material improvements? In his business paper, the editorial | 
pages prime him with ideas. . . 
him to the advertising pages to find the products, materials and services he 
needs. To be thoroughly posted, he reads both! 
That’s why the business press alone can muster so much concentrated 
buying power in such compact and keenly interested audiences. This is the 
distinctive function of the business press. No other medium can do this job so 
well. It’s the major reason why you can sell more of any product . 
. when you sell in the business press first—to the Best Informed nies 


tell him how... 


but Jones 
but brand 


send 


. at lower 


is sponsored by ABP. Write | 
} 


for a showing of the ABP film, * Research Looks at Business Paper Readership.” 


Behind the increasing investment of advertisers in the business press is the increasing need 
to do a bigger selling and marketing job. In 1952, according to best estimates, 


advertisers will spend around $300,000,000 in business papers . 
spent in all consumer weekly magazines . 
or farm magazines. This big ad investment works right along with the editorial pages, to 
develop today’s and tomorrow's markets at the business level. It's a big job... and 

you'll find it’s a job especially well done in the ABP papers that pace practically every field. 
They're all paid-circulation, ABC-audited papers . . 
improving both the editorial and advertising effectiveness of the business press. 


. very close to the total 


. far more than in all women’s, or general 


Always look for the ABP-ABC symbols when you build your list. 


. all working in concert, to keep 


THE ASSOCIATED BUSINESS PUBLICATIONS 


Founded 1916 
205 East 42nd Street, New York 17, N. Y. « 


Murray Hill 6-4980 


| Interiors Co., 


|foreign service and defense p 
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testimonial letters, so the campaign 
was expanded. 

Currently it is running in about 
2,600 daily and weekly papers in 
approximately 2,400 cities, with 
ads ranging in size from 200 to 1,- 
200 lines. 

Ads also are appearing in five 
general magazines, five business 
publications, 20 farm magazines, 44 
vocational and school publications, 
six truck fleet papers and 38 state 
trucking magazines. 

Headlines for the ads are direct 
quotes taken from the letters, and 
each ad identifies the truck owner 
by name anc shows his picture, as 
well as a photo of his truck on the 
job. 


Two Join ‘Tide’ Sales 


George Weinman, formerly space 
sales representative for Reuben H. 
Donnelley Corp., Philadelphia, and 
John Wilcox, previously in the 
sales department of the Pepsodent 
division of Lever Bros. Co., have 
joined the sales staff of Tide. 


Dever Joins Phelps Mig. Co. 


L. E. (Luke) Dever, formerly 
merchandising, advertising and 
sales executive for Montgomery 
Ward & Co., Chicago, has joined 
the sales staff of Phelps Mfg. Co., 
Terre Haute creator and maker of 
point of sale advertising media, 


Names Don Harrington 

Don Harrington Associates, New 
York, has been named by Sch@ol 
New York makerof 
modern classroom furniture 
educational equipment for nurs 
kindergarten and primary sc 
groups, to handle its advertisin 


Sheaffer Promotes Dinnauer 

Karl F. Dinnauer, adverti 
manager since 1947, has been 
moted to assistant to Grant F. 
son, v.p. in charge of advertis 


duction of W. A. Sheaffer Pen 
Fort Madison, Ia. 


FACTS, ING 
a. ae 


Research Facilities 
on a retainer basis 


An efficient, fast and 
economical method 
for: 

Obtaining factual infor- 
mation on any given 
subject or: 

For supplementing your 
existing research fa- 
cilities. 


Our Market Reports Division 
now makes available the 
following reports: 

Chlorophyll 

Super Markets 

Packaged Beer and Ale 

Packaged, Distilled Liquors 

Household Refrigerators and Home 

Freezing Units 

Mechanical Dishwashers, Food 

Waste Disposers and Steel Kitchen 

Cabinets 

@ Foundation 
and Hosiery 


Garments, Lingerie 


Price per report: $9.00 


We shall be pleased to 
quote a fee for ‘custom 
made” reports on any 
subject. 


Facts, Incorporated 
150 West 52nd Street 
New York 19, New York 
JUdson 2-5252 
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Esty Starts Making 
Its Own TV Films 


New York, June 12—William 
Esty & Co. this summer is embark- 
ing on what it considers a test to 
determine if the filming of TV pro- ae 
grams—much of which has been hy 
done in Hollywood to date—can be 
properly handled in New York 

The subject of this experiment 
will be “The Hunter,” a 30-minute i 
drama starring Barry Nelson. The 
series will be produced by the 
agency at Pathescope Productions’ 
Long Island City studios. 

Kendall Foster, Esty v.p., who 
seems convinced that film is the 
coming thing for video program- 
ming, explains that he has been 
building up a staff capable of a p 
handling film assignments for some 
time. 

“If we are going to be in the 
film business, we prefer to know 14 
more than the people from whom 
we will buy,” he said. 


# “The Hunter” will be seen in 

the time spot that Camel's “Man 
Against Crime” will occupy on 
CBS-TV next fall—Wednesdays at ; 
9:30 p.m., EDT. The summer series sie 
Starts next month. However, dur- Eg 
ing the summer, Cavalier, another 
Reynolds brand, will be the fea- 
tured product. 

Cavalier’s regular time spot, in 
turn, will be occupied by Camel's 
vacation attraction, “Pantomime 
Quiz.” The time is Friday at 8:30 
p.m., EDT (CBS-TV). 

Another major Reynolds’ offer- 
ing, “Camel News Caravan” (NBC- 

TV) will take to the road late this 
month when Los Angeles and San 
Francisco join the show’s hookup. 
Presiding newsman John Cameron 
Swayze will travel to the West 
Coast to originate his portion of the 
program. Later he will move on to 
Chicago, where the show will be ; 
televised during the Republican 

and Democratic conventions. 


Promotes Lawrence Merahn 


Lawrence W. Merahn, formerly 
circulation promotion director, has 
been advanced to promotion direc- 
tor of the New York World-Tele- 
gram & Sun. He will have supervi- 
sion of all advertising, circulation 
and special events promotion. Ken- 
neth J. Mason, who formerly was 
advertising promotion manager, re- 
signed to join Crowell-Collier Pub- 
lishing Co. Crowell-Collier will not 
announce Mr. Mason’s capacity 
with the company until June 16. 


Form Atlanta PR Chapter 


An Atlanta chapier of the Pub- 
lic Relations Society of America 
has been formed, bringing total 
member chapters to 24. Dr. Allen 
D. Albert Jr., public relations man- 


ager of Lockheed Aircraft Corp., 
has been elected president of the \X/ ‘ . ? 
W, h “t. Vv : . new chapter Other officers elected hen yous product costs important money, 
ith a mass product, you buy mass markets. pter. 
, in ; “ : are James H. Cobb, director of pub- you want the people who have money. Farm 
Mid-America is one — a mass market, dominated by lic relations, Delta Air Lines, v.p., families ave acne the wp. And tage among thom ane 
_ sonia : - ™ } and Julian N. Trivers, v.p., Davi- 3 . 
farmers. You can't sell Mid-America without farm con-Sanen Ce., aeenntany-Weensuner. die cnudeen of Compadte Damen, Ther con Go euane 
families, nor the magazine that concentrates on eda 3 onesie 
them alone! Kicks off Drive in ‘Life’ prosperous farm families in Mid-America, itself the 
, Bauer & Black, Chicago, is kick- richest farm market on earth! 
ing off a campaign for its economy- 
size package of Curad plastic band- 
4 ages with a spread in the June 30 Bu 


issue of Life. The summer and fall 

campaign ends Sept. 30. It will be ane eee 
backed by announcements. on 

NBC-TV’s “Today,” starting June 

17, followed by 20-second TV spots 

and further magazine advertising. 

Leo Burnett Co., Chicago, is the 

agency. 


Armour Creates Division 

Armour & Co., Chicago, has cre- 
ated a separate frosted meats di- 
vision. D. B. Love, manager of the 
veal department since 1950, has 
been named general manager. C. V. 
Olmstead has been appointed his 
assistant. 


Names Benjamin Eshleman Co. 

Catalytic Construction Co., Phil- 
adelphia, has appointed Benjamin 
Eshleman Co., Philadelphia, to di- 
rect its advertising. Management 
and trade publications will be used. 
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Retail Ad Copy 
Hitsa New Low, — 
Powderly Says 


National Ads Better, 
Kresge Executive Says 
at AFA Retail Session 


New York, June 10—“In the 
past eight months retail advertis- | 
ing copy has sunk to a brand new 
low,” Robert J. Powderly, sales 
promotion manager, Kresge’s Inc., 
Newark, told the retail advertising | 


AFA Convention 


session of the Advertising Federa- | 
tion of America convention today. | 
“I am amazed at the disintegra- | 
tion of the printed and spoken | 
word. How in the world the aver- 
age intelligent consumer can possi- | 
bly swallow some of the unadulter- 
ated phony untruths, some of the 
corny, adolescent claims, some of 
the exaggerations of value, usage, 
quality, is beyond my comprehen- | 
sion,” Mr. Powderly declared. 


® National advertising is not in as 
bad a state as retail, he said. “Na- 
tional advertising is by far better 
prepared and more 
thought through. Its copy is more 
factual, more sincere, more honest 
and certainly on a higher intel- 
lectual plane than that of retail 
store advertising. 

“I think the time has come for 
retail store owners to stop and look 
over the advertising copy they are 
spending good dollars to publish 
and ask themselves a few fun- 
damental questions,” he said. 
“*Would I believe this copy if I 
were a customer? Does it tell the 
truth? Even if it is the truth, will 
it jeopardize my advertising dollar 
in the future if I allow such state- 
ments to be made? Am I permit- 
ting my advertising department 
too much of a free reign from a 
public relations standpoint? Do I 
personally or one of my responsi- 
ble executives give enough atten- 
tion to my advertising?’ ” 


8 So-called institutional advertis- 
ing or “impressionabie copy for 
future good will” during the war 
was “prostitution of the advertising 
profession and something to blot 
out of our record,” he asserted. 
Retail advertising managers are 
not paying enough attention to 
merchandising, Mr. Powderly in- 
sisted. “So-called pretty ads, clever 
and cute copy may win prizes from 
certain retail advertising service 
organizations, but I do not seem to 
remember seeing any concrete 


cones of col ge ee compue potenmen coud 
“pony rat — | om We aut 


An Answer to ‘the 
Panty Raids 


The corremt college craze of rasding cords pantie 


nificance. Te most of ws, it's & foolish fad that 
ill some come to ao end like all others hereto 
fore Although unsympathetic #ith this type “col: 
lege Sun”, we were admittedly aloof from the st. 
uation as long as the pranks were perpet 

ovinde of our marketing ares. But, mow that i 
hax struck “home” we do indeed resent ji. As ® 
store that calers te women, including college 
irks, we Lake a dim view of these dormitory raids. 
Owe epeciically we sell panies and 
bras for thew primary function, and not as ap- 


te any college man & pair of panties free of 


bs L. FRANK CO. 


12th & F Sts, N.W. 


VARYING REACTIONS—L. Frank Co., Washington, ran the ad at left, offering 
a free pair of panties to any college man who didn’t get one in a raid and 
clucking over “this newly acquired vice.” Kronstadt Agency placed it in the Post. 
Lovable Brassiere Co., on the other hand, ran the ad at right in college newspapers 


BOYS! 


No need to risk life, limb. ner 
disciplinary action —not when 


the good stores herealwut~ 


GIRIS! 


Af your unde wardrobe han 
heen depleted buatd ap your 
stock of bras charningly 


and cconome ally 


“Any way you figure... its Lovable” 


BRAS 


inall 


colors, sizes, 
fe ateane Lareeeeten materials 


only *] and up 


colors, sixes, 
materials 
only ‘| and up 


urging both girls and boys to buy. Al Paul Lefton Co., New York, is the agency. 


sales report that might logically go| experience. Buying and merchan-| 


along with such awards.” 


® Benjamin H. Namm, president of 


dising experience was stressed by 
20%. 


Namm-Loeser’s, Brooklyn depart-/|® Viola R. Noble, publicity director | 
ment store, and a former president| of Clarke’s department store, Tul- 
of the National Retail Dry Goods| sa, outlined some of the “grass 
Assn., declared that “taxation in| roots” techniques the store uses, | 


to our way of life.’ He urged a 
“Tag the Tax” week to acquaint 
consumers with just how much of 


/their income goes out in the form 


of taxes. 
Taking his cue from the conven- 


tion theme, “Better advertising— | 


more efficient advertising people,” 
Dr. Charles M. Edwards Jr., dean 
of the school of retailing at New 
York University, said that more 
efficient advertising people must 
be produced before better advertis- 
ing can be produced. 


® Dr. Edwards reported that a poll 
of 50 top sales promotion managers 
across the country showed that 
56% chose sales promotion careers 
deliberately, but 44% got into the 
field by accident. Eighteen attend- 
ed college for varying lengths of 
time, but five did not remain to 
graduate. Only six of those who 
completed college programs took 
advertising courses. 

All said they would attend col- 
lege if they could do it over again. 
As to courses they would take 
there was almost an even division 
between liberal arts, business ad- 


ministration and a combination of|ed the accounting department of 
the two. Specifically, 52% would| WIND, Chicago, for the past four 


take psychology courses, 40% Eng- 
lish and 36% salesmanship. 

Before taking an executive posi- 
tion, 56% of the sales executives 
urged behind the counter selling 


|our country has grown so burden-| even though it is located in a quar-| 
thoroughly | Some that it is now a serious threat} ter-billion dollar trading area. | 


Retail newspaper advertising ex- 
penditures will probably be in- 
creased somewhat this year, ac- 
cording to Howard P. Abrahams, | 
manager of the sales promotion and | 
visual merchandising divisions of 
NRDGA. Slightly more than 40% 
plan to spend more advertising 
money than last year, 24% expect 
to spend the same amount and 20% 
plan to spend iess. 

“This means that more retail ad- 
vertising dollars will be spent than | 
in 1951. This does not mean that | 
more lines of space or more hours} 
of time will be used, because the} 
same advertising dollar does not} 
buy what it once bought,” the 
panel chairman said. 

Many retailers will be planning 
their Thanksgiving and Christmas 
promotions over the summer. “Ra-| 
dio will hold its last year’s position 
at Christmas time while television, 
generally, is still an unknown fac- 
tor. Most stores haven't found a 
way to make it pay as a productive 
selling tool,” Mr. Abrahams said. 


WIND Transfers Sturn 
Quentin C, Sturn, who has head- 


years, has been transferred to the 
sales department as an account ex- 
ecutive. He succeeds Donald Bal- 
samo, who has been named an ac-| 
count executive of Wright & Asso- 
ciates, Chicago agency. 


“BEST TEST MARKET 
in The Midwest,” 
- +. Say Agency and 
Advertising Executives 
in Sales Mgm't. Surveys. 
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NET PAID DAILY 


CIRCULATION EXCEEDS 


a 
ast-Growing 
Met lit 4 i 
etropolitan Peoria | 


100.000 


1945 1951 
NR NG 5 ose $131,680,000 $262,455,000 
Savings Deposits _ 15,399,279 109,300,945 
Passenger Cars 46,239 80,416 
Employees | 16,000 98,550 
ee 


JOURNAL STAR 


Couers ALL Peoriarea 


Nat'l. Reps.. WARD-GRIFFITH CO., INC. 


Wier a product for farmers, you want on-the- 
farm circulation. Not would-be farmers, or half-acre 
farmers, but those with fields to work ... stock to 


raise... buildings to maintain. Capper’s Farmer 
circulates 90% right on the farm! 
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for Patricia Jean Hull, hearings of 
the House un-American activities 
committee, Wilmington fire, Los 
Angeles floods, crash of an airliner 
and search for Anita Reina. 


Mobilgas Will 
Back All KTTV Apia 


Special Events A. reportedly new advertising 
jmedium, Skeye-Rocket advertis- 

ing, has been introduced by the in- 

Los ANGELES, June 10—The next| ternational division of A.R.C. Inc., 
time a flood, fire, plane crash or|New York. The medium is in- 
any other disaster occurs in the tended to be used _ beach areas. 
Los Angeles area, KTTV will be Skeye-Rocket operates from a 
" motor launch which skims along 

able to have an immediate spon-| the shoreline, shooting rockets 400’ 
sored telecast of the event | up in the air. Each shell explodes 
In what is believed to be the first| discharging a dummy of a product 
agreement of its kind, General] or trademark, in sizes up to 200 
Petroleum Corp. has signed with| square feet, which floats for sev- 
KTTV for sponsorship by Mobilgas| €Tal minutes before coming down. 
dealers of all future “unscheduled” | 4 Parachute with a suspended sign- 
special events handled by the sta-|20@Pd can be released instead. The 
pocem . ““'device has already been sold 

tion. The agreement will be good through Europe. 

for any hour of the night or day. 
In effect, the contract gives Gleeson Joins Olian 
KTTV carte blanche to go out on 
remotes for on-the-spot telecasts of|4 free lance writer in New York, | 


“ ee . Sor 21004 (emer! ane bewety 


roam peeere 


Ce 


PENTHOUSE TIE-IN—Living for Young Homemakers for June carries this spread for 

Stratford Furniture Corp., Chicago, and Sponge Rubber Products Co., Shelton, 

Conn., for the Penthouse foam rubber furniture group. Agencies—Garfield-Linn & Co. 

for Stratford and Conklin Mann & Son for Sponge Rubber Products—assembled and 
placed the ad in only eight days by combining their creative forces. 


George M. Hakim 


sion field, Mr. Hakim spent 15 
years in advertising and sales pro- 
motion in New York and at one 
time ran his own agency. 


Mrs. Fannie D. Gleeson, formerly Joseph A. Wilner Moves 


Poorman to Fellman Agency 


Joseph A. Wilner Co., Baltimore’ J. E. Poorman Co., Philadelphia 


news developments without con-/has been named a copywriter and agency, has moved to new and maker of tools, has named Leonard 
sulting General Petroleum or its;researcher for Olian Advertising | larger quarters at 130 W. Hamilton F. Fellman & Associates, Philadel- 
St. 


agency, West-Marquis, in advance.|Co., St. Louis. 


phia, to direct its advertising. 
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Belmont Appoints Hakim Ad 
and Sales Promotion Head 


George M. Hakim has been 


|}named advertising and sales pro- 


motion director for Belmont Radio 
Corp., Chicago 
manufacturer of 
Raytheon televi- 
sion and radio 
receivers. For- 
merly, Mr. Ha- 
kim was with Al- 
len B. DuMont 
Laboratories Inc., 
Clifton, N.J., 
where he was ad- 
vertising manag- 
er. 

Before entering 
the radio-televi- 


Lukens Promoted to A.M. 

John D. Lukens has been pro- 
moted to advertising manager of 
North American Van Lines Inc., 
Ft. Wayne. He succeeds Ray Lie- 
ber, who has resigned. He has been 
assistant advertising manager for 
the past year. 


8 Effective immediately, each of 
the station's three remote units 
will be equipped with Mobilgas 
trademark material and television 
ecards. Automatic sponsorship will 
thus be put into operation simul- 
taneously with the decision to go 
t on a story. 
ommercials will be institution- 
and geared to the nature of the 
Specific event. Specific types of} 
cop) will be on hand for use ac- 
ding to what is covered. 
© limitations are placed on the 
ion as to number of events or 
msiveness of coverage. The 
ea@@tract calls for a base minimum 
0f/$75,000 annually, with cost of} 
articular telecast to be time 
S production. 


@PUnscheduled” events are de- 
d as those that are “news- 
thy” and “of great and timely 
rest to the public and the pres- 
@Mation of which is a service to 
thé community.” As an adjunct to 
oo telecasts, General Petroleum 
fi sponsor two scheduled events) 
=the New Year's Day Rose Parade | 
a “Santa’s Substation,” a city-| 
e benefit for needy children 
inated by KTTV last year. 
A. Moore, v.p. and general! 
nager of KTTV, termed the! 
eement “a broadcaster's dream | 
tome true.” He said utilization of} 
special events is one of television’s| 
strongest points. “Yet,” he pointed | 
out, “sales efforts are usually in-| 
hibited through the unforeseen na- 
ture of this type of programming.” 

As an independent station, KTTV 
has placed emphasis on remote 
operations 


@ The plan has been under con- 
sideration for almost two years and 
got its biggest impetus from the 
tloods in Southern California early 
this vear. At that time, the station 
was on the air with coverage for 
37 hours. General Petroleum as- 
sumed sponsorship of the telecast 
at 6:30 a.m., after it had been on 
all night. 

These remotes of the past two 
years are cited as typical of what 
is covered by the pact: the first 
major Nevada atom bomb blast, 
arrival of the “Mighty Mo,” search 


. « » you are 
looking for 


NATIONAL 
DISTRIBUTION! 


agency man 
the ‘acts about quia low cost 

tribution produced the direct-t \o-eonsumer 
sales met 


if you are a 


services of our experienced merohandising 
s are aveliable at no cost or o to 


you : © initial planning, product and 
analy copy essistance and 

through. Learn about this old and proven 
start ¥ men 


women working for you in 48 states... at 
own expense new te 


their 
OPPORTUNITY MAGAZINE 
Dept. Alt, 28 EB. Jackson Bivd., Chicage 4, Mi. 


we argued with our ageney 


SO We're 
offering 


you this 
booklet! 
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Rubel Again Attacks 15% Commission, 
Says It Leads to Some Bad Advertising 


Cuicaco, June 10—Ira W. Rubel 
has spoken out again for a more 
scientific way of computing com- 
pensation for advertising agencies. 

The prominent agency account- 
ant told the Construction Equip- 
ment Advertisers last week that 
the 15% agency commission “is 
no longer an adequate basis.”’ The 
15% commission, he said, is un- 
fair to both agencies and adver- 
tisers. 

Mr. Rubel, senior partner in 
Rubel, Fields, Godow & Lawrence, 
Chicago, has been propounding 
this thesis for more than a year 
now (AA, April 2, Sept. 17, °51; 
March 10, April 7, April 21). His 
main point is that agencies should 
be compensated according to ser- 
vices rendered. 


® Addressing the CEA, an infor- 
mal group of advertising and sales 
promotion managers in the con- 


struction equipment industry, Mr. 
Rubel stressed that the 15% com- 
mission “is the foundation of 
agency compensation.” However, 
he pointed out that in many cases, 
particularly with regard to small 
accounts, this flat rate is not 
enough to cover the cost of an 
agency’s services. It is necessary 
then, he added, for agencies to 
charge an additional fee. 

“No two accounts are the same,” 
declared Mr. Rubel, yet the 15% 
is used for each billing. As an ex- 
ample of the inequalities of this 
system, he cited the following 
case: 

An agency places a color page 
in Life. This costs $28,890, with the 
agency commission $4,355. The 
agency places a page in Construc- 
tion Methods. This costs $990, with 
the agency commission $148.50. 
Thus, an agency gets 29 times more 
compensation on the first account, 


although the costs involved may be 
similar. 


s Mr. Rubel also pointed out that, 
while big companies may have 
their own marketing specialists, the 
small advertiser mus? get such ser- 
vice from an agency, and the 15% 
commission is not adequate pay- 
ment. 

Mr. Rubel charged that bad ad- 
vertising often results from this 
inequitable system because an 
agency will use low-cost talent in 
preparing ads for low-cost unit 
space. 

The method suggested by Mr. 
Rubel is for an agency to draw up 
a bill of particulars which will list 
all services provided, along with 
the costs. In this way, he con- 
tended, a legitimate profit for the 
agency can be determined and all 
clients will get equa! value. 


Dial Screw to Wexton Co. 

Dial Screw Products Co. has ap- 
pointed the Wexton Co., New York, 
to handle its advertising 


Kaufman & Co. Dropping 
Advertising to Go into PR 

Frank H. Kaufman & Co., New 
York, is withdrawing from adver- 
tising agency operations to special- 
ize in merchandising and public 
relations, effective July 1. The 
agency's four accounts, including 
S. H. Camp & Co., Jackson, Mich., 
and the Institute for Better Pos- 
ture, New York, are expected to an- 
nounce their new agencies shortly. 
Kaufman will continue to act as a 
consultant to ethical medical 
groups. 


Williams Joins Chirurg 

James Thomas Chirurg Co., New 
York and Boston, has appointed 
Gilbert H. Williams copy director 
of the Boston office. He succeeds 
Flavel D. Ray, who is leaving the 
agency to conduct his own business 
as a copy consultant and free lance 
writer, Mr. Williams has been copy 
director for several agencies, in- 
cluding Federal Advertising, Ward 
Wheelock Co. and Fletcher D. 
Richards Inc. For the past four 
years he has been an account ex- 
ecutive with Griswold-Eshleman 
Co., Cleveland. 


and lost? 


WIR recently brought out a booklet entitled, It’s 
The Little Things That Make A Radio Station Great. 
In tone and content, it’s pretty far removed from 
the usual promotion piece. For this reason, we had 


no idea of distributing the booklet widely among 
advertisers and agencies. Not from any sense of 
modesty, understand. But we felt that the booklet 
had a lot of WJR in it and not enough reader 


“self-interest”. 


Then our agency saw it. They argued 


they are 


usually arguing about something. God love them 
that the booklet should be called to the atten- 


tion of everybody who advertises 


. They thought, 


as we did. that the booklet was loaded with self- 


interest 


... but argued that the self-interest lay 


on the part of the advertiser. They claimed that 


every facility which is a “plus” 


* ‘for WJR is a 


“plus” for the advertiser whose sales messages 
gain added impact and influence. They argued 


further that 


are always looking for more tangible means of 
judging and evaluating the media they use. 

We'd like vou to act as referee. Why not send for 
a copy of the booklet and see who you think is 


right. We hope it’s the agency! 


Radio 


Advertising Medium 


W4JIR Eastern Offices: 665 Fifth Avenue, New York 17, N. Y. 


as agency people themselves 


{merica’s Greatest 


they 


Name 
faee 
SPEECH Company 
make 
Address 
City 
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50,000 wotts 4 7 
Clear Channel 


a | 
a 
Network 


RADIO STATION WJR—Dept. 80 
Fisher Building, Detroit 2, Michigan 


Please send me a copy of “It's The Little Things That Make A Radio 
Station Great". 


—_—_—_—State - 


Weissner Joins Morse 

Charles H. Weissner Jr., for- 
merly with J. Walter Thompson 
Co., has joined Morse Internation- 
al, New York, as space buyer. He 
will be in charge of all domestic 
and Canadian publication space- 
buying and will assist Chester C 
Slaybaugh in radio time-buying 
Mr. Weissner succeeds Frank Dav- 
ies, who has joined the sales pro- 
motion department of Vick Chemi- 
cal Co., a Morse account 


| in the Toronto market 
WHEN 


ONE NEWSPAPER 
TORONTO DAILY STAR 


PUTS IT RIGHT 
IN YOUR LAP 


’ 


7) 
421,121 
COPIES DAILY 


A.B.C. Publisher's Statement, Sept. 30, 1951 


The strongest single 
Newspaper Advertising 
Force in Ontario's 
$3,500,000,000 
market 


TORONTO 
DAILY 
STAR 


80 KING STREET W., TORONTO 
UNIVERSITY TOWER BLOG., MONTREAL 
IN U.S.A.—WARD-GRIFFITH INC. 
aera 
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PANEL SESSIONS— Discussing problems and techniques at the AFA convention were (I. to r.) William G. Wer- 
ner, director of public relations, Procter & Gamble Co.; Leonard W. Trester, director of public policy, General 
Outdoor Advertising Co; James D. Woolf, advertising consultant and Advertising Age columnist, and 
Everett Smith, director of research, Macfadden Publi 


4 


43 _N hall, 


lew ¢ in org 


AFA Protests Truman’‘s 


Public Utilities Blast 


(Continued from Page 1) 
ing useful social instrument, 
but are highly critical of some of 
its practices 


as a 


he country’s 60,000,000 wage 
,ers, he said, will buy from ad- 
ising which talks their lan- 
gubee and is sincere and believable, 
it too much advertising is writ- 
tem in the sacred precincts of 
Madison and Park Ave., without 
ungerstanding or knowledge of the 
people whom it should influence.” 
Leonard W. Trester, director of 
lic policy, General Outdoor Ad- 
ising Co., asserted that adver- 
12 is doing a good job; that most 
ple accept it without question, 
that it is always easy to find people 
@fitica! of some aspects of adver- 


Pp 


| 


ng if one tries; and that if ad-| 
tising is making any public re- 


some 
are 
be 


lations 
Zealous 


elaiming 
juBtified 


mistake, it that 
advertising people 
more for it than can 


1s 


@ &There to be abroad in 
th® business community as well as 
in’bome academic circles,” he said, 
“am idea that advertising methods 
am@ communications generally can 
solve about any problem 
think in overstressing the potenti- 
alities of advertising we have given 
some the that 
advertising, itself, occult 
powers. Now, any widespread im- 
pression on the part of the public 
that any group has. excessive 
power, inevitably brings in_ its 
wake restriction and regulation of 


seems 


just 


people impression 


of has 


that excessive power. So why ex- 
aggerate the power of advertis- 
ing?” 

James D. Woolf, noted advertis- 
ing consultant and ADVERTISING 


AGE columnist, called much adver- 
tising wasteful and inefficient, and 
that advertising can and 
The concept of 
iles force at the retail 
counter is a yth, he said. There 
is no selling at all in the nation’s 
supermarkets, and in places where 
salesmen still take the order they 
cannot be counted upon to do much 


insisted 
must 
any active s 


sell goods 


m 


else, he insisted 


ea “The time has come,” he said, 
“for more advertisers to talk tur- 
key to the consumer. I believe that 
competition for the consumer's 
is sure to become increas- 
severe in the months ahead 
in 


dollar 
ingly 
I believe the consumer is now 
the mood, or soon will be, to listen 
with an attentive ear to adult sales 
talk in copy—factual, sober, sensi- 
ble, credible—about the merchan- 
dise he is being asked to spend his 
dollars for.” 

“The role of arithmetic or 
should be, a minor one in adver- 
tising,” Mr. Woolf insisted. “I lean 
strongly to the belief that many 


is, 


advertising people are far too 
much concerned over a variety of 
subordinate arithmetical consider- 
ations in a hopeless attempt to} 
make a slide-rule science of what 
is an art. During the last decade 
we have been furiously occupied 
with draping our art with the 
tinsel and trappings of science and 
economics. The true advertising 
man is neither a scientist nor an 
economist. He is a creative artist 
concerned primarily with human 
minds and hearts.” 
@ At the Tuesday afternoon ses- 
sion, presided over by Robert P. 
Anderson, Norton Co., Worcester, 
Mass., Frederic Schneller, v-p.,! 
D’Arcy Advertising Co., St. Louis, 
insisted that the “center ring” of 
advertising in this country isn’t 
concentrated in the big agencies} 
and the big advertising centers but! 
is spread all over America—‘wher- 
ever there is business, press, radio, 
and a post office.” 

“All over America,” he _ said, 
“there is a growing distrust of ad- 
vertising. Our integrity, our good 
taste, our judgment is being ques- 
tioned.” To stop this trend, he said, 
all elements in advertising must 
cooperate and unite, with the local 
advertising clubs playing an im- 
portant role. 


® Dr. Royal H. Ray, head of the 
department of advertising at Flor-| 
ida State University, made a strong 
plea for closer cooperation be- 
tween universities and advertising 
clubs, and W. B. Potter, director 
of advertising operations, Eastman 
Kodak Co., reviewed the work of 
the Advertising Council and urged 
cooperation in its public service 
activities at all levels in the adver- 
tising structure 

Asserting that the “third era of 
discontent with advertising prac- 
tice” seems now to be upon us, 
John R. Buckley, publisher of 
Good Housekeeping, declared that 
advertising needs a new trade- 
mark 

“I don’t think your old marks 
fill the bill today,” he said. “I be- 
lieve that in the main copy is 
truthful. The things it lacks are 
believability and credibility.” 

To this end, Mr. Buckley sug- 
gested that all elements and organ- 
izations in advertising work to- 
ward the development and imple- 
mentation of a sound set of basic 
principles for advertising, which 
can go far toward rebuilding and 
sustaining faith in advertising. 


®C. B. Larrabee, publisher of 
Printers’ Ink, wound up the session 
with a review of some of that pub- 
lication’s findings about the extent 
of criticism of advertising among 
legislators, educators and others, 
and also urged that local advertis-| 


advertising were 


ing clubs take the lead in coordi- 
nating efforts to eliminate the 
causes of such criticism at the local 
level, 

Discussing the same subject at 
the Tuesday lunch, Dean James E. 
McCarthy of the school of com- 
merce of Notre Dame University 
asserted that advertising cannot 
afford to overlook the criticisms. 
Much of the criticism, especially 
in the area of good taste, is well 
founded, he said, and advertising 
must take active steps to purge it- 
self of these excesses if it is to con- 
tinue as an effective instrument of 
selling. 


@ The conference got officially un- 
der way Monday with a discussion 


of what’s ahead for advertising 
and marketing. Stuart Peabody, 
assistant v.p., Borden Co., pre- 


sided over a meeting which fea- 
tured a talk by Arno H. Johnson, 
v.p. and director of research, J. 
Walter Thompson Co., and a 
panel composed of Ben C. Duffy, 
president, Batten, Barton, Dur- 
stine & Osborn; Marion Harper Jr., 
president, McCann-Erickson; Mrs. 
Julia Steven Krafft, president, 
Steven’s Candy Kitchens, and 
Elmer L. Ward, president, Goodall- 
Sanford Co. 

Mr. Johnson presented his sta- 
tistical analysis of the underlying 
economic factors to prove that 


“Americans must learn to live one-| 


third better” and that the job can 
be accomplished with aggressive 
advertising and salesmanship. In 
general, his comments followed 
those enunciated by Mr. Johnson 
in a detailed article in the May 12 
issue of AA, 


e Mr. Harper emphasized that 
every sale is the sale of an idea, 
rather than a product, and pointed 
out that advertising’s important 
function is to develop and promote 
ideas that induce sales. 

Mr. Ward asserted that the de- 
velopment of man-made fibers, 
along with increasing concentra- 
tion of the textile business in the 
hands of larger organizations which 
can afford to advertise heavily 
and consistently, indicates that ad- 
vertising will become an increas- 
ingly important weapon in the tex- 
tile field. 

Mrs. Krafft and Mr. Duffy had 
no prepared papers, but partici- 
pated in a question and answer 
period, in the course of which Mr. 
Duffy vigorously took issue with 
President Truman’s recent blast 
at advertising of private utility or- 
ganizations, and insisted that any 
trend toward muzzling freedom of 
expression in advertising must be 
vigorously resisted. 


2 At the brunch which initiated 
the festivities on Sunday, the fea- 
tured speaker was Perle Mesta, 
U. S. Minister to Luxembourg. Mrs. 
Mesta insisted that diplomacy is 
essentially the same thing as ad- 
vertising and salesmanship, and 
urged U. S. advertising people, and 


especially advertising women, to 
do all in their power to help sell 
the U. S. and free society to the 
remainder of the world. 

At the general luncheon Mon- 
day, Sir Miles Thomas, chairman, 
British Overseas Airways Corp., 
and president, Advertising Assn. of 
Great Britain, asserted that his 
countrymen are concerned about 
efforts to shut off the flow of Bri- 
tish and other goods to the Ameri- 
can market. Such a policy will pre- 
vent attempts to rehabilitate the 
European economy, he said. 


s At the business 
day, three new directors were 
elected by the AFA: Marvin 
Lundy, national retail sales pro- 
motion and advertising manager, 


meeting yester- 


Sears, Roebuck & Co., Chicago; 
Frederic Schneller, v.p., D'Arcy 
Advertising Co., St. Louis, and 


Graham Patterson, publisher, Farm 
Journal and Pathfinder, who is re- 
tiring chairman of the federation. 

Directors reelected were Vernon 
Brooks, New York World-Tele- 
gram & Sun; Fairfax M. Cone, 
Foote, Cone & Belding; Henry G. 
Little, Campbell-Ewald Co.; George | 
S. McMillan, Bristol-Myers Co., 
and Ralph Smith, Sullivan, Stauf-}| 
fer, Colwell & Bayles. 


@ Robert M. Gray, manager, ad- 
vertising and sales promotion, Esso 
Standard Oil Co., 
New York, was 
elected AFA 
board chairman. 
Rita Eastman, 
VanSant, Dugdale 
& Co., Baltimore, 
was named secre- 
tary, and Ben R. 


Donaldson, Ford 
Motor Co., was } 
reelected  treas- 

urer. Robert M. Gray 


The council on 
advertising clubs named Franklyn 
R. Hawkins, Libbey-Owens-Ford 
Glass Co., Toledo, as chairman, | 
and Dale Rogers, Midcontinent | 
Petroleum Corp., Tulsa, and James | 
Spillan, Benjamin Eshleman Co.,| 
Phiiadelphia, as vice-chairmen. All| 
become v.p.s of the advertising| 
federation. 

The Council on Women’s Adver- 
tising Clubs elected as chairman 
Mrs. Mabel Obenchain, Famous 
Features Syndicate, Chicago. She 


| also becomes a v.p. of the federa- 


tion. | 


@ Next year’s conlerence will 
probably be held in Cleveland in 
mid-June. 

At the annual banquet and dance 
Tuesday evening, the featured 
speaker was Gen. Carlos P. Ro- 
mulo, Philippine ambassador to the 
U. S. The closing luncheon Wed- 
nesday featured a panel of New 
York City newspaper editors whose 
views on the news were televised. 
Moderator of the panel was Er- 
win D. Canham, editor, Christian 
Science Monitor. 
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discussed in another panel. Listening to Chairman Robert P. Anderson (standing), assistont publicity director, 
Norton Co., are Royal H. Ray, advertising department head, Syracuse University; John R. Buckley, publisher, 
Good Housekeeping; Frederic Schneller, v.p., D'Arcy Advertising Co.; W. B. Potter, director of advertising 
operations, Eastman Kodak, and Carrol B. Larrabee, publisher, Printers’ Ink 


Four Sponsors Sign 
for 2,744 Summer 
Spots on WBBM 


Cuicaco, June 13—Station 
WBBM this week reported a wrap- 
up of a spot announcement pack- 
age that will give four advertisers 
a total of 2,744 spot announce- 
ments during the summer. 

The four’ advertisers—which 
were not disclosed by the station 
—-are understood to be Beacon 
Wax, Coca-Cola, Illinois Bell! Tele- 
phone Co. and General Mills. 

They have agreed to buy an 
aggregate of 155 one-minute and 
station break spots a week for an 
average of 18 weeks each. The 
spots are being aired between 6 
a.m. and 11 p.m., seven days a 
week. 

One of the most interesting as- 
pects of the sale is the fact that 
Illinois Bell Telephone has turned 
its one-minute spots into actual 
programs. It has found that it can 
air major league baseball scores 
and still get in a commercial—al! 
in one minute. 

Cost of the purchase is estimated 
at about 16¢ per thousand listeners 
or 27¢ per thousand families in the 
station’s primary area. 


Goodyear Promotes Two 

Two promotions have been made 
in the Pliofilm department of 
Goodyear Tire & Rubber Co., Ak- 
ron. G. S. Haney, with the depart- 
ment since 1947, has been pro- 
moted to convertor and distributor 
sales manager. Frank H. Kimball, 
who joined Goodyear last January, 
has been advanced to sales devel- 
opment manager. 


| RCA to Sponsor ‘Today’ 


RCA Victor, Camden, N. J., will 
join the list of participating spon- 
sors on NBC-TV’s early morning 
telecast, “Today”, starting June 20. 
The six-week contract is for three 
weekly segments. J. Walter Thomp- 
son Co. is the agency. RCA may 
again sponsor the 30-minute week- 
ly “Kukla, Fran & Ollie” show on 
NBC-TV this fall. 


Baker Heads KSL Promotion 

A. Wayne Baker, for the past 
four years civilian chief of the 
public relations office of the eight- 
state Ogden air material area, with 
headquarters at Hill Air Force 
Base, Utah, has been named pro- 
motion manager of KSL, Salt Lake 
City. He succeeds Wayne Kearl. 


Nashville Admen Elect 

J. Thomas Dawson, account ex- 
ecutive, Doyne Advertising, has 
been elected president of the Nash- 
ville Advertising Federation. Other 
officers elected are William M. 
Lellyett of Lellyett & Rogers, v.p., 
and Mrs. Margaret Stallons, Cast- 
ner-Knott, secretary-treasurer. 


Eversharp Promotes Snyder 

Eversharp Inc., Chicago, has pro- 
moted Richard W. Snyder from 
manager of syndicate store sales to 
sales manager of the shaving in- 
strument division. 
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Chait Proposes 
an Audit Bureau 
of Direct Mail 


New York, June 11—A sugges- 
tion for an audit bureau of mail- 
ing lists which would make it pos- 
sible for direct mail advertisers to 
be more selective and personal in 
their mailings was voiced by Law- 
rence G. Chait, director of list re- 


AFA Convention 


search, Time Inc., at the Adver- 
tising Federation of America’s di- 
rect mail session. 

One of a panel of four speakers | 
presided over by John Yeck, presi- | 
dent of Yeck & Yeck, Dayton, Mr. | 
Chait said that direct mail people | 
have got to reevaluate the medium | 
and think in terms of people, not | 
lists. 


8 “Selectivity and personalization 
are direct mail’s two prime values. 
We will convert our direct mail 
readership figures into high re- 
sponse percentages only to the de- 
gree that we capitalize on these 
prime factors of this form of ad- 
vertising,” he said. 

Mailing lists which are little 
more than names and addresses 
have lost their value. “We become 
dissatisfied with lists of prospects 
that simply specify that man is a 
lawyer or that he is a buyer of 
luxury foods or that he owns a 
speed boat. 

“For some products, these prod- 
ucts are all-important, but for the 
many of us who sell intangible 
services, editorial products or 
broad lines of merchandise, these 
simple qualifications are meaning- 
less. They are just too simple 
a solution to the selective market- 
ing which is the crux of successful 
direct mail selling.” 


s Mr. Chait decried the fatalism 
of list buyers who always expect 
an irreducible number of “head- 
stones” and “moved, left no ad- 
dress” returns, as well as dupli- 
cations within and between mail- 
ing lists. 

He suggested that if users were 
willing to pay more than the usual 
$15 per thousand names, brokers 
would be able to do a 100% main- 
tenance job on their lists, which 
most of them cannot do at present 
prices. The returns from more 
selective (and more expensive) 
lists would be much higher than 
the proportionate cost. 

“A little simple mathematics will 
demonstrate clearly how much you 
can pay for a list if you are able 
to double, triple, quadruple or 
quintuple your normal direct mail 
returns by pre-selecting a pros- 
pect market which really responds 
after it has read your sales mail- 


” 


ing. 


® Direct mail advertising has be- 
come “the right arm of selling” for 
the National Cash Register Co., 
Dayton, G. W. Head, advertising 
and sales promotion manager, told 


the group. 
“We don’t sell machines by di- 
rect mail, but we do sell ideas, 


and thus pave the way for the sale 
of machines by our salesmen.” Mr. 
Head described how NCR’s found- 
er, John H. Patterson, used direct 
mail to develop his business and 
went into details of the extensive 
direct mail program now used by 
the company. 

If there is any one secret of di- | 
rect mail selling, it’s in the word) 
“translation,” in the opinion of 
Earle A. Buckley, president of the | 
Buckley Organization, Philadel- 
phia. 


® “As the creator of a piece of di- 
rect mail or the author of a sales | 


letter, one of your most important 
jobs is to line up the arguments for 
and the features of your product 
or service—and then translate 
every last one of them into a bene- 
fit to the prospect. Say whatever 


you have to say in terms of what} 


it means to him, not to you,” he 
urged. 

Having done that, don’t spoil it 
by making claims that are open 


to skepticism and lack believa-| 


bility, Mr. Buckley cautioned. 
“Good direct mail and sales let- 
ter copy can only be written when 
you're thoroughly scared of losing 
the prospect, when you realize that 
he hangs by the slimmest thread, 
when you remember to keep talk- 


|ing in the prospect’s language.” 


The speaker also stressed the 
value of the opening sentence. 
“Everything depends on that im- 
portant first impression. If the 
mental cash register rings up ‘no 
interest,’ the rest of the message 
might as well fold up and go 
ome.” 


|@ The panel chairman, Mr. Yeck, 


insisted that advertising never 
costs money. “It cuts costs. It 
saves money. If it didn’t we 


wouldn’t have advertising. We 
have advertising only because it 
is economically valuable 

“The big problem of business is 
to reduce costs. Machinery re- 
duces costs. Advertising is machin- 
ery,” Mr. Yeck said. “If you get 
this concept of advertising in your 
head, you will always approach 
your next assignment by studying 
the specific problem itself. You'll | 
decide what your advertising is 
supposed to do, specifically. Then 
you'll build the machine to do it.” | 


BBDO Gets Gemex 

Gemex Co., Union, N. J., manu-. 
facturer of watch bands and straps, 
has named Batten, Barton, Dur- 
stine & Osborn, New York, to han- 
dle its advertising. The account | 
was formerly with Reiss Advertis- 
ing, New York. 


Spellman Elected Cabot V. P. | 
John W. Spellman Jr., account! 

executive, has been elected a v.p. 

of Harold Cabot & Co., Boston. 
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Leo Turner Joins ‘Newsweek’ 

Leo Turner, formerly with the 
public relations department of Le- 
ver Bros. Co., New York, has joined 
Newsweek, New York, as an asso- 
Clate editor in charge of the busi- week series which has started on 
ness news department. He replaces WFIL-TV, Philadelphia. Marschalk 
Richard M. Rutter, who now han- & Pratt, New York, services this 
dles business reports. account. 


YOUR BRAND? 


Nearly 2,000,000 members of the Armed Forces are in the 17-23 age group. 
That's nearly 2,000,000 consumers whose brand preferences and buying habits 
are being formed now. Do they know your brand name? Do they know your 
Product? You can tap this rich source of new customers by advertising in the network 
of dynamic weekly newspapers that are read by servicemen and their dependents— 
all over the world. 

SEND FOR market data book ‘‘Mass Selling & Sampling to the Millions’. 
nearest advertising office: 


e . e 
Army Times — Air Force Times — Navy Times 
(Members: Audit Bureau of Circulations) 
The Network of Weekly Newspapers Reaching the U. S. Armed Forces Everywhere 
Advertising Offices: 
WASHINGTON: 3132 M St., N. W. DETROIT: Guardian Bidg. 

NEW YORK: 41 East 42nd St. LOS ANGELES: 6399 Wilshire Bivd. 
CHICAGO: 203 N. Wabosh Ave. SAN FRANCISCO: Monadnock Bidg. 
In Philadelphia, rep ted by R. W. McCarney, 1015 Chestnut St. 

Also: LONDON—FRANKFURT—TOKYO 


| Esso Expands TV Newscast 
Esso Standard Oil Co., New 
York, has added a seventh city to 
the spot video lineup for “Your 
Esso Reporter” with a five-day-a- 


Ask 


An ever-growing market 


124681012 4 6 Seg ee oes 


for Bedl 


The evidence is in! The latest in a series of REDBOOK surveys among its 
subscribers and newsstand buyers shows the rosy-red healthiness of RED- 
BOOK’s impact on Young Adults. Its 2,050,000 Young Adult primary * 
readers predominate in REDBOOK family readership. In fact. 714, of all 
newsstand buyers are Young Adults. 


Full details of the survey are available from REDBOOK representatives. 


but the highlights prese 


Redbook now has 2,850,000 primary readers 
in the vital 18-35 age group! 

More than one Young Adult reader 

for every copy sold! 


0K advertisers 


ARS 


ees 


snted here are most important to the national adver 


tiser. They prove that REDBOOK’s editorial concentration on Young Adults 


(initiated in 1949) is paying off. They point to REDBOOK as the medium to 


reach a dynamic market of have-to buyers—an original market of marrieds 


and about-to-be-marrieds . 


.. home builders and family-builders . . . most 


all buying for the first time and, therefore, most in need of brand information. 


While REDBOOK’s audience has been consistently shifting to the 18-35 


group, the strength of its over-all cireulation is also of prime importance. 


Despite a 10%, increase last August in newsstand price (from 256 to 35e). 


REDBOOK’s circulation 


6 months of 1951. Firs 


*original buyers plus other 


Copyright 1952 
Redbook Magazine 


guarantee of 1,950,000 was exceeded in the last 


t quarter, 1952, average exceeded 2.000.000! 


members of the household 


37 39 4 43 45 47 49 5) 53 55 57 59 61 63 65 67 69 71:73:75: 77:79:«2 «2 7? 


THE VITAL YEARS q 


Adults 


THE VITAL MARKET 
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Takes Issue with Professor 
on Value of Market Study 

To the Editor: I enjoyed your 
ty report of Prof. Jueck’s pedagogical 
et attack on market research. . “Can't 
y Research the ‘Really New,’ Jueck 
Tells Marketers” (AA, May 12). 
The rise in blood pressure and 
general stimulation was probably 
good for me, since it didn’t ac- 
tually lead to apoplexy 

I would, however, like to con- 
test most of the good professor's 
While no competent 
man would be foolish 
enough to ask “How do you like 
pre-packaged robot baby sitters?” 
in an effort to discover the size 
of the market for such a develop- 
ment and the profit possibilities 
inherent in it, competent market 
research can assemble the perti- 
nent facts which will have a bear- 
ing on the probabilities of success 
or failure of a new development. 
And, the techniques of market re- 
search can be very profitably ap- 
plied to the problem of studying 


conclusions 


research 


SPECIAL DIVIDEND DECLARED* 
le advertised. last year in the RICH. 
ND (Calif.) INDEPENDENT you 
Pfebably have an Earned Merchandising 
Credit! 
Why not find out? Contact Win Smith 


ae. Mgr. 


The Voice of the Advertiser 


This department is a reader's forum. Letters are welcome 


people’s needs and desires in order 
to channel product research and 
development into the fields where 
profitable new products, or even 
new developments in the methods 
of distribution, are most likely to 
be found 

A “new” development is nothing 
more than an attempt to satisfy 
the never ending demand of the 
public for competent, convenient, 
economical supplies of goods and 
services. Many of the so-called 
new developments are actually 
adaptations of ideas which have 
been struggling along in embryo 
form for centuries. An obvious ex- 
ample is the merchandise “fair,” 
for which several great European 
cities have been famous since be- 
fore the Renaissance, and the de- 
partment store of today. 

While the department store de- 
veloped from the idea of the “fair,” 
it did not approach its present 
form of organization until there 
arrived the factors of supply in 
terms of reliable sources of goods, 
and demand in terms of suffi- 
ciently populous trading area con- 
taining adequate buying power to 
support the store on a continuing 


basis 


Today, market research can 
evaluate the prospects of a de- 
partment store’s success in any 


given trading area 
While the professor admits that 


Owners and operotors of Radio Station WHAS and Television Station WHAS-TV 


364,123 DAILY * 


293,426 SUNDAY 


REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 


developers of supermarkets and 
suburban shopping centers relied 
on market research to decide when 
and where to locate, he insists that 
the original developers started 
with mere “hunches.” He does not 
tell us whether or not these 
“hunches” sprang full grown into 
the minds of their originators, or 


whether the originators of the 
supermarket and the suburban 
shopping center understood the 


developing facts of the times, and 
thought out logical ways to capital- 
ize on them. It’s just possible that 
market research helped convince 
them that their hunches had a 
good chance to pay off 

I'll grant the professor that mar- 
ket research will not always come 
up with a new and radically origi- 
nal solution to a marketing prob- 
lem. In most cases the problem is 
to decide which one of a variety 
of known and understood solu- 
tions will best fit the facts of the 
case. The task of research is to 
ferret out and evaluate the facts. 
Whether or not the research will 
lead to new and original solutions 
of the marketing problem will de- 
pend on the facts and the ability 
of those who evaluate them. 

Market research may not give 
the professor a hunch that will 
lead him to a fortune. But the basic 
facts about where people live, how 
much they earn, how they make a 
living, the kind of housing they 
live in, the things they own and 
the things they want are offered 
to him by market research. He has 
the facilities of the Bureau of the 
Census, the Department of Labor, 
the Department of Agriculture, the 
Department of the Interior at his 
beck and call. He can call on 
thousands of competent private re- 
search organizations to develop 
additional facts he may need to 
help him make up his mind about 
his hunch after he gets it 

And, if the professor will look 
carefully at the marketing facts, 
as they have been developed by 
such outstanding research organi- 
zations as the Bureau of the Cen- 
sus, for example, he may get some 
hunches. 

If Prof. Jueck does get an idea 
for eliminating one of his pet! 
peeves or inconveniences in buy-| 
ing, market research can tell him 
definitely whether he has the} 
germ of a fortune or just another | 
pipe dream. And I'll bet the good} 
professor wouldn't risk very much 
of his own private personal cash | 
on his hunch without taking a 
careful look at the facts which 
might have a bearing on the suc- 
cess or failure of the venture. He | 
might even do some (if he will| 
pardon the expression) market re- | 
search. } 


Georce FE. O’CoNNor, 
Market Analyst, Geare-Mar- 
ston, Philadelphia 


‘Modern Screen’ in 14th 
Place in Newsstand Sales 

To the Editor: Allen Stearn has 
asked me to bring to your atten- 
tion a discrepancy on the reported 
newsstand sale of Motion Picture 
& Television Magazine for the last 
6 months of 1951 as it appeared 
on Page 3 of the May 19, 1952, is- 
sue of ADVERTISING AGE. 

Motion Picture & Television 
Magazine is credited with 997,925 
average newsstand sale and 
ranked 14th. However, a check of 
the publisher's ABC statements 
reveals this to be 964,308, which 
places this magazine in 15th place. 

Modern Screen with 986,264 
should be in 14th position, as the 


leading screen magazine on the 
newsstands. 
Because of its importance, we 


would greatly appreciate a cor- 
rection notice on this. 
WILLIAM JAEGER, 
Promotion Department, Dell 
Publishing Co., New York. 
e e 7 


Norman Rockwell Model 
Steps into Proper Focus 

To the Editor: We have been 
under the impression that the “for- 
lorn looking youngster with a sick 
dog in his arms on a recent Nor- 
man Rockwell-Saturday Evening 
Post cover [March 29]” is the ten- 
year-old son of Hugh Briody, the 
superintendent of our Bennington, 
Vt., plant. 

On a recent visit to our main 
office, Hugh told us how Mr. Rock- 
well picked his boy out of the local 
school and paid him for posing 
after having several photographs 
taken of him with the dog in his 
arms. We have made a big thing 
of this cover around the office, and 
would all be embarrassed if your 
version of the item in your May 12 
“Getting Personal” column is cor- 
rect. 

We're inclined to believe our 
man’s version as he is a neighbor 
of the artist. 

We would appreciate your 
checking with Norman Rockwell 
so that we can get poor Hugh off 
the hook. 

J. L. Parker, 

Bijur Lubricating Corp., Roch- 

elle Park, N. J. 

AA’s news source was off base 
in attributing the Rockwell-model 
title to a St. Louis boy. Mr. Rock- 
well’s answer to AA’s query says, 
in part, “The boy is the son of Mr. 
Hugh Briody, who resides as I do, 
in Bennington County, Vt...I am 
happy to have the chance to give 
proper credit to my fine young 
model.” 

| 

| - _ € 

Says Many Ad People Agree 
with Critics of Air Shows 

To the Editor: I note your fair 
story in ADVERTISING AGE May 26 
issue regarding the resolution of 
Congressman Gathings to investi- 
gate “immoral and otherwise” of- 

jfensive radio and TV programs. 
|All of us have heard the thunders 
of apprehension that such well in- 
|tended but perhaps over-enthusi- 
jastic moves endanger free speech, 
|free press and artistic talent; that 
la little liberty-——or license—is bet- 
ter than censorship 

As a teller of some of the wit- 
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tiest—and subtle—smoking room 
stories, believe me I like a laugh. 
Like the late, great F.D.R., a 
booster for sanguinary radio pro- 
grams and movies, I find such 
things enliven my humdrum life. 
But es an old reporter who cov- 
ered many stories of kids in 
trouble, as a grandfather who 
thinks his grandchild isn’t ready 
yet for some of the radio and TV 
tripe of today, and as an advertis- 
ing man who knows certain adver- 
tising excesses are hurting all ad- 
vertising, I suggest we give a little 
attention to Mr. Gathings and 
those who fee] like he does, 

There is a feeling that adver- 
tising people hate people like Mr. 
|Gathings. But it’s surprising how 
many of them—they told me priv- 
ately—are thinking along parallel] 
|lines to Mr. Gathings. 

JAMES R. CONNOR, 
| Advertising Manager, Turner’s 

Furniture Co., Washington, 
D.C 

e e e 
| Ed Sullivan Sells—and How 
| To the Editor: The Eye & Ear 
|Man took on Ed Sullivan just 
j}about the time we were wrapping 
up details for the 4th anniversary 
jof “Toast of the Town.” 
| The facts are pretty plain. 
| “Colorless” Ed Sullivan draws 
| bigger crowds on the road than al- 
j}most any other personality in the 
entertainment world. In Houston, 
for example, 5,000 persons came 
out to Will Rogers Auditorium to 
watch Ed and a couple of Lincolns 
Five thousand more couldn’t find 
seats! 

Ed Sullivan sells Lincoln and 
|Mercury cars. Personally, he could 
| use any pronunciation he likes so 
long as dealers keep reporting that 
| Monday is the busiest day in L-M 
| showrooms, because Ed “sends ’em 
in.” 

What amazes us is the way Sul- 
livan has consistently been under- 
rated in the trade. His sense of 
timing and showmanship is superb, 
yet that is rarely noted by sophis- 
ticated critics. His flaws seem ob- 
vious, yet they may have more 
merit in this new television world 


Remember 


WM. F. RUPERT 


Compiler of NATIONAL 
BIRTH LISTS EXCLUSIVELY 
for. er 55 years 
90 Fifth ave., New York 11 
OR 5-3523 


When you 
need 


RECENT 
BIRTH 
LISTS 
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* 


—top quality reproduction 
—day and night service! 
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than all of the slick, suave cafe 
performers lumped together. 

If anybody in this business has 
personality, it’s Stoneface, or 
“Smiling Ed” Sullivan, as he calls 
himself. Let’s not forget that, ever! 

HAL Davis, 
Vice-President, Kenyon & Eck- 
hardt, New York. 
7 

To the Editor: The Philadelphia 
Automobile Trade Assn., which I 
believe is the oldest in the coun- 
try and includes dealers in all 
makes of cars, in 1951 presented 
me the prized “Distinguished Serv- 
ice Award” with this citation: | 
“America’s Outstanding Automo-| 
bile Salesman.” 

When the presentation was 
made, the principal speaker said 
that my “Toast of the Town” pro- 
gram not only had lifted Mercury | 
into a high spot but I’d done a} 
tremendous good for the entire 
dealer industry. He mentioned the 
quality of the show, the consistent 
attempt at originality and the 
cleanness of it. | 

Inasmuch as I’ve had the show | 
on television, because of tremen- 
dous public acceptance, for the 
past four years, I would like to) 
ask you if you believe this flip- 
pant and cheap insult is justified. 
Your paper certainly represents 
something a little more thought- 
ful than this, don’t you think? 

Ep SULLIVAN, 
New York. 

The Eye and Ear Department 
represents one man’s viewpoint. 
That viewpoint does not necessari- 
ly coincide with viewpoints of | 
other AA staffers or with those of | 
other viewers or listeners, 


Prefers New Word, Not | 
Definition, for Advertising 

To the Editor: I have been 
following with interest the various 
definitions of advertising you have | 
been publishing in your columns. | 
It has occurred to me that a re- 
verse procedure might be the bet- 
ter approach. | 

Good advertising is not a thing | 
apart. It is closely related and in- 
terdependent upon many other 
functions. 

Instead of a definition of adver- 
tising let us seek a new word 
which defines the combined func- 
tions of advertising, merchandis- 
ing, market research, sales promo- 
tion and allied fields which are 
used to sell and promote products 
and services. 

Advertising today has become 
more than just the mechanics of 
putting copy, illustration and price 
into a striking layout and sending 
it to the printer. Like the iceberg, 
90% of the work behind good ad- 
vertising is done without its being 
apparent in the finished advertise- 
ment, but all of the related work 
done is dependent on the rest for 
the success of the completed ad. 

Why not, then, seek a new 
word for this newer meaning of 
advertising rather than try to re- 
define a word that has outgrown 
its definition? 

Euuts A. RIETZEL, 

Retail Advertising Depart- 

ment, Baltimore News-Post 

and Sunday American, Balti- 
more. 
s ~ e 
Mr. Butler, Meet Crowell 

To the Editor: On Page 74 of the 
May 19 issue of your good publica- 
tion there is an article by Kenneth 
Butler on the subject of bleed 
pages. 

This is not written with the idea 
of poking any holes in Mr. Butler’s 
premise, because we have agreed 
with it for years. 

I do think, however, that his at- 
tention might be called to the fact 
that one publishing house, namely 
The Crowell-Collier Publishing 
Co., charges no premium for bleed 
when the advertisement is run in 
gravure and inasmuch as practic- 
ally all of our printing is now gra- 


vure, it’s pretty safe to say that 
you can bleed in the Crowell books 
for nothing. 
W. A. Sirti, 

Vice-President, Western Man- 

ager, The Crowell-Collier 

Publishing Co., Chicago. 

. * + 


Predicts a Hot July 

To the Editor: Note the Western 
Tool & Stamping Co.’s ad in the 
May issue of Outdoor Life (Page 
70). A gorgeous model with peas- 
ant blouse cut low and skirt flying 
in the breeze is demonstrating a 
Homko power motor. 

Now look at the identical ad in 
the June issue. This time the skirt’s 
really flying high, milady’s undies 
are showing, and that neckline... 
Wwow!! 

After careful observation of both 
these ads, I pass on to you the 
comment from the boys in the of- 
fice here... ‘We're waiting to see 
the July issue!” 


JEAN NERO, 
Rex Farrall Inc., Canton, O. 


How’s your 
sales 
picture? 


BORDEN’S 
PRODUCTS 

are looked at, 

and heard about, 
1,933,200 times a week* 
in New York area 
homes. 

*New York Telepulse, May 5’ 


WCBS-TV 


most of the time 
most New York eyes 
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Champion proudly presents Kromekote cast coated 
TWO sides . . . the ultimate in fine coated paper. 
Now the glistening, mirror-like surface of Krome- 
kote brand cast coated paper is a¥ailable on both 
sides of the sheet. On both sides of the sheet you 
have the matchless printing surlace of Kromekote 
cast coated for fine reproduction. Use Kromekote 
brand cast coated TWO sides 
printing new elegance. 


THE CHAMPION PAPER AND FIBRE COMPANY 
HAMILTON, OHIO 


District Sales Offices in New York, Chicago, Philadelphia, Detroit, 


St. Louis, Cincinnati, Atlanta, Dallas and San Francisco. 


Whatever Your Paper Problem... Its a Challenge to Champion / 


... it will give your 
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Kerr Appoints Agency fic Indoor Advertising Co., Los 

Kerr Conserving Co., Portland, Angeles. William Taggart, peevi- 
Ore, has redesigned labels for its ously territorial manager for Paci- 
jellies and jams and is planning to ~s- me yA yom anne ve 
launch its first major promotion in oa ~ potent ple ol epartmen 
years. The company, which has| “~~ * ° 


been without an agency, has named * - ” 

Carvel Nelson & Powell, Portland, Lady's Choice to Weinberg 

to direct the campaign, which will! Lady’s Choice Foods, Los An- 
run on a weekly schedule in 16 geles maker of grocery items, has 
named Milton Weinberg Advertis- 
ing Co., Los Angeles, to handle its 
advertising. A campaign for Lady’s 
Choice powdered bleach is now in 
preparation. The company distrib- 
California, Arizona and 


Oregon and Idaho papers 


Pacific Promotes Seidel 

Herman F. Seidel, formerly as- 
sistant sales manager, has been utes in 
named director of sales for Paci- | Nevada. 


1952 Survey of the Vending Industry 


16 Pages of Valuable, Factual Data Covering: 
@ SALES STATISTICS BY PRODUCT © MARKETING PRACTICES 
SOPERATING METHODS © 1949-50-51 COMPARISONS 
SOUTING FORECASTS @BRAND PREFERENCES 

Get the complete accurate picture of the vending indus 

trys present standing as « vitel merchandising force. 

Write right now on your company letterhead 


VEND Z the magayine of automatic mewhandiing 
188 Randolph Tower Bidg. Chicage |, Wi 
The Billboard Publishing Compony 


© CONCINMAT! @ DETHOHM @ ST LOUIS @ HOLT WOOD 


Miw 1OeE @ CHKAGO 


PRIZE WINNER—William Johnson (right), senior art director of Kenyon & Eckhardt, 

accepts his agency's awards from Nick Cinoff, treasurer of the Art Directors Club of 

Detroit. K&E hogged the honors at the recent fourth annual advertising art exhibit in 
Detroit, winning four first and two second prizes. 
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3 Bedding Makers 
Get Together on 
Mattress Promotion 


New York, June 11—Three of 
the nation’s largest bedding manu- 
facturers this week announced a 
combined national promotion for 
the Springwall mattress. The cam- 
paign will be one of the biggest 
ever run in the industry. 

The companies—Eclipse Sleep 
Products Inc., New York, Southern 
Spring Bed Co., Atlanta, and the 
United States Bedding Co., St. Paul 
—will join forces to make and pro- 
mote the Springwall line. Trade 
reports said three other manufac- 
turers will be added to the com- 
bine later. 

Eclipse, which holds the patent 
on the Springwall make, has been 
marketing the mattress for two 
| years. However, in the coming 
campaign each company will use 
its individual trademark. The com- 
panies will sell the mattress in 
their respective territories as 


Sponsors using WGY have the benefit of tremendous sup- 
port for their sales messages through the station’s many 
promotional activities— 


AUDIENCE PROMOTION: 


@ WGY publishes Mike and Camera monthly and distributes 
it to an up-to-date mailing list containing over 20,000 
subscribers. 

@ Over 900 hard-hitting promotional announcements are 
scheduled each month. 

@ Over 10,000 lines of advertising are placed in Albany 
and Schenectady newspapers each month. 

@ One minute movies of station artists are shown on 
WGY'’s sister station—WRGB. 

@ Motorists on area highways have their attention called 
to the station by seven 8’ by 24’ colorful scotchlited 
billboards. 

@ WGY artists are furnished with promotional postcards 
on which they answer their large volume of mail. 

@ The complete WGY program schedule is carried in 14 
area dailies having a circulation of 332,934 and in 


three Sunday papers with a circulation of 217,797. 

@ Many remote broadcasts are conducted throughout the 
year, including several from N.Y.S. Fair and County Fairs 
in the area. 


MERCHANDISING: 


@ Dealer letters and postcards are mailed on request to 
1436 grocers and 299 druggists. 


WGY IS A TOP PROMOTIONAL BUY! The extensive pro- 
motional activities insure a maximum audience for all 
sales messages broadcast by this pioneer station which 
serves 840,000 radio families in 53 counties in Eastern 
New York and Western New England. 


WoY 


A GENERAL ELECTRIC STATION 


Represented by 
NBC Spot Sales 


Eclipse Springwall, Southern Cross 

Springwall and King Koil Spring- 
| wall. They will offer a wide range 
| of models starting at $49.50. 


ls Irving Weisglass, president of 
| Eclipse, said the tie-in campaign is 
| designed “to make possible the 
| merchandising of Springwall num- 
| bers on a national basis.” 

E. T. Howard Co., the Eclipse 
agency in New York, is handling 
the promotion, which is now being 
announced in trade press spreads 
and broadsides to dealers. Consum- 
;er advertising begins in August 
| with color pages in Better Homes 
& Gardens, Good Housekeeping 
and Life. 


@ Steps leading up to the joint pro- 
motion included a comprehensive 
| survey made by the Research In- 
| stitute of America among 4,400 
medical specialists, including 2,000 
orthopedic physicians. According to 
the RIA report, an overwhelming 
|majority of doctors responding 
| agreed on the following standards 
for a healthful mattress: (1) free- 
dom from “undue sag”; (2) proper 
support, and (3) edge-to-edge 
firmness for the life of the mat- 
tress. 

The Springwall mattress was 
then tested against other leading 
brands at the laboratories of Foster 
D. Snell Co., and spokesmen report 
that it “came out tar ahead on all 
three factors.” 


Coats Heads Lincoln Sales 


| George S. Coats has been pro- 
moted to manager of the newly 
created Lincoln sales department 
of the Lincoln-Mercury division of 
Ford Motor Co., Detroit. He has 
been Detroit district sales manager 
of the division since April, 1949. 
In his new capacity he will be re- 
sponsible for the sale nationally of 
Lincoln cars and will have direct 
, Supervision of Lincoln sales man- 
agers in each of the division's 28 
sales regions and districts. 


Tests Varnish in Canada 

A test campaign for Hippo Oil, 
varnish finish for interior and ex- 
terior surfaces, is being run in 
Toronto and Hamilton, Ont., papers 
by James Weir Sales Ltd., Toronto, 
distributor of the product. The 
Toronto office of Stewart-Bow- 
man-Macpherson is directing the 
campaign. 


| RCA Victor Boosts Martin 

Ted Martin Jr., in the radio tube 
department of the RCA Victor di- 
vision of Radio Corp. of America, 
has been promoted to manager of 
renewal sales in the northeastern 
district with headquarters in Bos- 
ton. 


Bristol] Boats Names Gardner 
| Bristol Boats division of Allen 
Quimby Veneer Co., Bingham, Me., 
has appointed Donald W. Gardner 
Advertising, Boston, to handle its 
advertising and sales promotion. 
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Armour Ad Chief 
D. B. Hause Dies 


Cuicaco, June 10—Donald B. 
Hause, 54, advertising manager for 
Armour & Co., died June 8 in St. 
Francis Hospital, 
Evanston. 

Born in Ham- 
burg, Mich., Mr. 
Hause served in 
the Navy during 
World War I and 
was graduated 
from Lake Forest 
College in 1923. 
His first job aft- 
er college was as 
_ a clerk for Lord 

& Thomas. He 
Donald B. Hause later joined 
Sprague, Warner & Co. where he 
became advertising manager. 

In 1937, Mr. Hause joined L. W. 
Ramsey Advertising Co. and a 
year later opened his own agency, 
D. B. Hause & Associates. He was 
made assistant advertising man- 
ager for Armour in 1939 and gen- 
eral ad manager in 1943. 

He was also coordinator of the 
American Heritage Foundation and 
chairman of the merchandising of 
advertising committee of the Assn. 
of National Advertisers. 


-* 


ARTHUR M. RAPHAEL 

New York, June 10—Arthur M. 
Raphael, 56, executive v.p. and 
general sales manager of Lionel 
Corp., toy electric train manufac- 
turer, died June 7 at his home here. 
He had been associated with Lionel 
for 31 years. 

Born in New York, Mr. Raphael 
took special courses at Columbia 
University and the National Acad- 
emy of Fine Arts. At one time he 
wrote scripts of Broadway musical 
revues, and helped prepare con- 
tinuities for radio shows. He also 
wrote books for children. 

He joined Lionel in 1921 as a 
salesman, became sales manager 
five years later and was elected 
v.p. in 1931. In 1940 he was made 
executive v.p. and a member of 
the board, but still retained his 
title of general sales manager. He 
was active in the National Toy 
Manufacturers Assn., and was a 
past president. 


H. CURTIS COLBY 

New York, June 11—H. Curtis 
Colby, 57, advertising manager of 
Modern Miss and Simplicity Pat- 
tern Book, died suddenly June 8. 
He was born in East Orange, N. J., 
and entered the textile industry 
as a young man. He was associated 
with Borden Mills, American 
Printing Co, and Yoemans Hat Co. 
before joining Simplicity Pattern 
Co. as advertising manager in 1944 


JAMES W. PETERSON 

HARTFORD, June 10—James Wal- 
den Peterson, 46, former secretary 
and manager of the Torrington 
Printing Co., publisher of the 
Register, Torrington, Conn., died at 
his home June 6 after a brief ill- 
ness. 


FRANK S. PAGE 

NorFOo_k, Va.. June 10—Frank S. 
Pace, 54, production manager of 
Norfolk Newspapers Inc., died 
June 3 after a heart attack. 


JOSEPH McDONOUGH 

ATLANTA, June 10—Joseph A. 
McDonough, 57, southeastern ad- 
vertising manager of Time, died 
June 6 after a long illness. 

Born in Richmond, Va., Mr. Mc- 
Donough attended Virginia Mili- 
tary Institute and served as a lieu- 
tenant during World War I. In 1922 
he started his business career as 
travel bureau manager for Conde 
Nast Publications and later became 
a partner and v.p. of the old Life 
before it was purchased by the 
Luce interests in 1936. 

He then became associated with 


the advertising department of Time 
and took over the southeastern ter- 
ritory for the magazine in 1940. He 
was a director of the Atlanta ad- 
club and a member of several so- 
cial clubs. 


Toronto Ad Women Elect 

Dorothea Mitchell, Thompson & 
Sons Ltd., lithographer, has been 
elected president of the Women’s 
Advertising Club of Toronto. Other 
officers elected are Margaret Ball, 
McKim Advertising, v.p.; Velma 
Sligh, Canadian Advertising Agen- 
cy, corresponding secretary; Flor- 
ence Runge, Transit Advertising, 
recording secretary, and Helen 
Greaves, Whyte-Hook Papers Ltd., 
treasurer, 


Macy Plans Biggest Branch 

R. H. Macy & Co., New York, has 
announced plans for immediate 
construction, by Macy’s, San Fran- 
cisco, of a $6,000,000 suburban 
store in the new Hillsdale shop- 
ping center on the San Francisco 
peninsula. With approximately 
200,000 square feet of floor space, 
it will be the largest branch store 
in the corporation. 


Pacific Greyhound Starts 
30-Day Campaign in West 
“Greyhound Rolls Ahead” is the 
slogan that Pacific Greyhound is 
using in a 30-day campaign in 438 
newspapers in the seven western 
states of its operating territory. 
About 4,000 spot radio announce- 


| ments over 50 stations will be used. 


Television announcements were 
used the first two days after re- 
sumption of service following a 
strike. 

Ads from 1,000 lines to six inch- 
es, in two colors, will appear in 16 
metropolitan dailies. The insertions 
in the dailies will appear each day 
with the exception of Saturday and 
Sunday, with certain papers carry- 
ing two insertions a day. A heavy 
direct mail campaign throughout 
the area, banners and lapel badges 
for point of sale and contact pro- 
motion are planned. Beaumont & 
Hohman, San Francisco, is the 
agency. 


KWKW Appoints Clough 

Cc. C. Clough, formerly an ac- 
count executive for KGFJ, Los An- 
geles, has joined the sales staff of 
KWKW, Pasadena. 


Quaker Rubber Names Adams 

Carleton P. Adams, most re- 
cently assistant advertising man- 
ager of the Evening Sentinel, 
Keene, N. H., and at one time oper- 


6 


ator of his own agency, has been 
named to the new post of director 
of advertising and sales promotion 
for Quaker Rubber Corp. divisioti 
of H. K. Porter Co., Philadelphia. 


THe HERALD-NEWS 


Of Passaic-Clifton, N. J. 


announces the opening of its 


NEW YORK GENERAL ADVERTISING OFFICE 


45 West 45th Street 
New York 18, N.Y. 
CO lumbus 5-5528 


with 


James J. Todd 


as manager 


effective June 2, 1952 


At J. Frank Kendrick’s broiler plant, master control panel 
supplies everything needed by the mass-produced chick. 


This long low building...with the control tower in the center 


. +» produces 20,000 broilers at a time. 


4 


A floor full of peepers, in one of the two wings of the factory... 


Pia 
— 


Chicken engineer 
.-- with music! 


The man at the master control panel gives 
fresh water, feed, heat, air, light and piped 
music to 20,000 birds at J. Frank Kendrick’s 
Champaign County, O., broiler plant! 

Red lights flash and buzzers buzz, if the 
power fails. Visitors have to disinfect their 
shoes, and wear a smock. The modern plant 
has observation windows, like a new baby 
ward. Every chick gets vaccinated. The birds 
make a racket... but the almost automatic 
Operation Cackle produces 80,000 broilers a 
year...ts typical of farm business today. 


Farming is a business ... with better factories 
and facilities, more modern machinery and 
methods, more eflicient equipment...using newer 
techniques and the field-tested research of state 
7, and Federal Ag. Ex Stations...to get 

, higher yields at lower cost. 

: And the farm home has kept pace 
with the farm business, is being remodeled and 
redesigned, with new furniture, furnishings, and 
decorations, food freezers, modern kitchens... is 
today’s best market for quality merchandise. 
Advertising Opportunity... The choicest farm 
market is best reached by SuCCESSHUL FARMING... 
concentrating nearly a million of its 1,200,000 
circulation among the best US farm families in 
the filteen agricultural Heart States...with the 
best land, buildings, best 


brains and methods, the ww 


highest yields and incomes. The 


average annual income of the SF 
subscriber is easily 50°, greater ’ 
than the national farm average. 

General media touch the market lightly, miss 
much of the best of it. Only SUCCESSFUL FARMING 
has the deep penetration and wide influence to 
balance any national advertising schedule, deliver 
maximum sales and profits. For full facts, call the 
nearest SF ofhce. 

MEREDITH PUBLISHING Co, 
DesMoines... New York, Chicago 
Cleveland, Detroit, Atlanta, 
San Francisco, Los Angeles. 
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Leo Burnett 
would like to 
find 2 more 
good writers 


It’s not just rumor. We ARE 


busv. And beeause we got 
that way by doing some- 
thing we call “reaching for 


the stars,” one of our crea- 
tive divisions would like to 
add two more good writers 

There's no hard and fast 
specification table for the 
kind of writer who would be 
happy here. He could have 
graduated from Princeton, 
or from a factory. He knows 
copy fermulas, and doesn't 
lean them. He knows 
techniques, and discards 
them to reach the people he 
writes to. He's humble, 
proud, his fingers itch to 
write the next ad_ better 
than the last. 

He isn't easy to find, even 
in one edition. And we'd like 
to find two. (If you could 
) define it by age, we'd say 
one would be around 40; 
the other some 10 years 
younger. ) 

That's the story. But as 
we said before, we are busy 
So as much as we'd like to 
everyone who would 
like to see us personally, we 
just can’t de it now. So will 
you please do us this favor: 
don't call or come in but 
write us the kind of letter 
youd like to get if you were 


on 


see 


in our shoes. Address it to 
» Personnel Director, Leo 
Burnett Company, Inc., 360 


N. Michigan Ave., Chicago 1. 


To a Food Account 
Advertising Executive 
Tired of Going- 
It-Alone in a Non- 
Food Agency... 


—or who feels his present 
agency is too big to be 
concerned with or too 
small to properly service 
his clients .. . 


We are a well-established Chi- 
cago advertising agency with a 
number of growing grocery pro- 
duct accounts, some small, others 
medium sized . . . all largely de- 
veloped in this shop. 

These products move through 
all avenues of food product dis- 
tribution, including Wholesalers, 


Corporate and Voluntary Chains 


and Supers. They are sold 
through food Brokers, wagon 
Jobbers and direct Salesmen. 


They sell out of the meat case, 
dairy case, housewares, canned 
goods and bread departments 

We enjoy recogni- 
tion as a grocery product mer- 
As a Food 
Account Executive you'll bene- 
fit by and be interested in 
the varied and practical food 
merchandising knowledge, per- 
sonal contacts and facilities we 
can place at the disposal of you 
and your client. 

If you would like to look into 
this without immediately reveal- 
ing your identity have your At- 
torney, Banker or a_ personal 
friend write us and we'll set up 


favorable 


chandising agency. 


a meeting for an exploratory 
discussion. Box 175. 


Advertising Age 
200 E. Illinois St., Chicago 11, Ill 


AGENCY ART DIRECTOR 


@icago agency wants art director with expert 


e in designing national magazine fashion 
ad: design of shampoo and 
cosr Must have had experi 
ence working with ads utilizing fashion 
mode! ; tography and drawings. The man we 
hire w do clean roughs, supervise art, and 
participate in client contact. Call Mr. Willson 
at DElaware 17-1045 or send {ull information 
to: Box 176 rege agg ono AGE, 200 E 
Iilinows St hicago Illinois 


in Famous... 


ATLANTIC CITY 


with its 
18,000,000 
ANNUAL 
VISITORS 


HERE’S ONE WOMAN 
WHO DOESN’T COST 
MONEY! 

She helped double sales for a nationally 
known cookie package. She brought ao 
juvenile scarf into a teen-age bracket. Her 
thinking gets to heart of sales problems. 
Then her creative business background 
equips her to use whatever tools can do 
the job—advertising, merchandising, sales 
promotion, publicity. She knows mail order, 
retail, agency, manufacturing levels. She 
would like to meet with New York or Chi 
cago agency or manufacturing principals 
interested in rounded promotion person 
who could make real contribution to prod 
uct sales. Box 177, Advertising Age 
801 Second Ave., New York 17, N. Y. 


THE ADVERTISING MARKET PLACE 


Rates: 90¢ per line, minimum charge $3.60. Cash with order. Figure all cap 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 
Per line. Add two lines for box number. Deadline Wednesday noon 12 days 
Preceding publication date. Display classified takes card rate of $12.00 per 
column inch. Regular card discounts, size and frequency, apply on display. 


POSITIONS 
COPY - CONTACT MAN 


HELP WANTED WANTED | 


ADVERTISING SALESMAN. 


~ Publisher of 


business paper, established over 60 years Qyer 123 years experience planning ana | 
and leader in its field, needs a salesman writing advertising, merchandising cam- 

in the New York area. Excellent oppor- paigns for consumer, industrial markets 

tunity if you want a “solid” spot with @ Want jop with future with active small 
real — Send full particulars GE to medium size agency. Married 


200 E. Illinois St., Chicago 11, Ill 


SALES - ADVERTISING EXECUTIVE 
Handle all phases and details of: sales 
correspondence; supervision of salesmen; 
creation and production of advertising 
material; office routine 

Box 5144, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS-PLACEMENTS 
209 S. State St Ha 7-2063 Chicago 
TYPOGRAPHIC SALESMAN 
Nationally known Typographers organiza- 
tion wants to employ a top notch sales 
representative in Chicago; one who knows 


type, and has experience selling quality >on " 7 . spate 
typography. Salary, retirement benefits COPYWRITER - top level produces of 
All replies held in strict confidence pe solid a copy —— winner 
‘ a ING AGE nows merchandising, marketing, re- 
Box 5116, ADVERTISING AGE search, sales at all levels. A big man for 


200 E. Illinois St., Chicago 11, 


1 a big job with agency or advertiser 
vans snore ENE WICE where. Strong on direct mail. 

—« Box 5112, ADVERTISING AGE 

. 200 E. Illinois St., Chicago 11, Ill 


ART DIRECTOR-LAYOUT ARTIST 


any- 


Editorial Artists 


Promotional 


BANKERS BLDG. ANDOVER 3 4424) 17 years exp. on well-known Nat’! trade 
COPY WRITER FOR MAJOR AIRLINE IN and consumer acct’s. Top-flight creative 
CHICAGO and art prod. exp. Interested in sound, 
Experienced in direct mai! folders, broad progressive agency that needs Art Dir 
sides, card mailer Capable of original with real talent and creative ability 
thinking, imaginative writing. Liberal em- | Box 5141, ADVERTISING AGE 
woven benefit program; free air travel) 200 E. Illinois St., Chicago 11, Ill 
after first year. Write, giving age, salary | - ne “r ~ —) 
requirements, experience, samples ts PUBLISHING SALES EXECUTIVE 
* | Successful trade paper executive would 
Box 5145, ADVERTISING AGE like to move to smaller town - preferably 


200 E. Illinois St., Chicago 11, Ill 
ARE YOU THIS COPYWRITER j 
Prominent mid-west manufacturer appeal- | 


South. Now employed as V.P. in charge 
of sales with leading National trade paper 
Thorough knowledge of sales direction, 


ing to farm and poultry industry is seek-| promotion, circulation and production with 

ing a young news or advertising man as/| continuous outstanding record of personal 

copywriter. If you want to change to a_ sales. 

wider scope of advertising, employing Box 5142, ADVERTISING AGE 

—- medium : the —— — nl 801 Second Ave., New York 17, N. Y 

ry, eres your chance to learn a pnases | 7 Ty = > > - 

of production while working as a copy- MARKET RESEARCH ANALYST ~ highly 

writer on well organized, closely coor experienced with agencies, chains, manu- | 

dinated staff that functions like an agen-| facturers. Interested in either full time 
| position or on consultant or fee basis 


cy. Good salary, good town and good peo- 
ple to work for and with. Write us your 
qualifications containing ail details that 
you think qualify you for this job 

Box 5139, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 
We have attractive positions for men 
and women in Advertising and Publishing 
MYRTLE BARNARD - CARMEN TAYLOR 
176 West Adams Ce 6-3178 -C hicago) 
ALERT, YOUNG, Retail Trade conscious 
Market analyst for national publication 
Excellent opportunity. Send resume 


Have staff to carry out field work 
Box 5040, ADVERTISING AGE 
801 Second Ave., New York 17, N. Y 
ATTORNEY - EXECUTIVE 
Familiar with legal problems of an ad- 
vertising agency. Experienced in radio and 
TV seeks position as staff attorney 
Box 5136, ADVERTISING AGE 
801 Second Ave., New York 17, N. Y 


RETAIL MERCHANDISER 
SALES PROMOTER 


Seeks merchandising responsibilities. Suc- 

Box 5135, ADVERTISING AGE cessful experience in merchandising, buy- 
801 Second Ave., New York 17, N. ¥ | ing, sales promotion, in dep't stores, and 
WANTED—SEASONED COPYWRITER | chain drug stores, on top level. Excep- 


tional insight-both retail and manufactur- 
ing. Unusually impressive 22 year record 


with 
small 


for expanding 
consistent record 


activities of agency 
of growth. Thirty 


accounts, wide variety industrial products | enables this seasoned marketing execu- 
furniture, steel structures, farm imple-/| tive to locate sales targets and make prof- 
ments, etc. Versatility essential and ex-| itable quotas. Will consider place with, or 
perience important. If vou have right| the development of, agency's merchandis- 
qualifications and are looking ahead ten| ing operations. Highest references—trade, 
years, tell your story to Lyman Hill,! financial, and personal. Until you know 
Agency Manager what this man has done, you can't know 

Keller-Crescent Co., Evansville, Ind what he can do for you. Write in confi- 


dence 

Box 5137, ADVERTISING AGE 

801 Second Ave., New York 17, N. Y 
MISCELLANEOUS 

WHAT IN CREATION DO YOU 
Chgo copy chief ‘nat'l age’y.) Supplies 
copy, art and salable ideas for those 
desiring the best professional work. Will 
discuss free-lance or agency services 
Your confidence respected 

Box 5118, ADVERTISING AGE 

200 E. LIlinvis St., Chicago 11, Ill. 


BUSINESS OPPORTUNITIES 


OPPORTUNITY for free-lance’ indus- 
Acct. Exec. to join one-man agency or 


FRED J. MASTERSON 
ADVERTISING — PUBLISHING 
PEKSONNEL 
All types of positions for men and women. | 
185 N. Wabash FR 2-0115 Chicago 
ADVERTISING ASSISTANT—Copy writer 
and production man with some experience 
in agricultural and industrial fields. Op- 
portunity for advancement with leading 
industrial company in the South with 
ideal climate and working facilities Send | 
us a resume of your record. All applica-| 
tions will be held in strict confidence | 
Box 5138, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


WANT? 


“A. A. REACHES MEN AT 
DECISION-MAKING LEVEL"’ 


Commenting on the fact that the same 
ied copy developed about twice 
many inquiries from ADVERTIS- 
ING AGE as from another publication, 
this advertiser said: “Evidently the dif- 
ference in the circulation of the two 
publications is that ADVERTISING 
AGE reaches a preponderance of men 
at the decision-making levels.” Cor- 
rect! That's why your classified copy 
placed in these columns will not only 
get more response, but get the kind of 
response you want—inquiries from ex- 
ecutives who can close the deal at 
once! 


One-man Agency desiring to lower over- 
head. Write 

Box 5023, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


ATTENTION PUBLISHERS 


Eighteen months devoted to analyzing potential 
readership and revenues from advertising and 
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Two Share ‘Godfrey Time’ 
Frigidaire division of General 
Motors Corp., Dayton, and Sono- 
tone Corp., Elmsford, N.Y., have 
picked up some of the 15-minute 
segments of “Arthur Godfrey 
Time” dropped by Chesterfield. 


| The time will be shared between 


them. Under the arrangement, 
Frigidaire will sponsor the CBS 
10-10:15 a.m., EDT, slot on Tues- 
day and Thursday one week, and 
Tuesday, Thursday and Friday the 
next. Time to be carried by Sono- 
tone has not been announced yet. 
Foote, Cone & Belding, Chicago, is 
the agency for Frigidaire, and 
Kudner Agency, New York, for 
Sonotone. 


Sponsors Rest of ‘Goldbergs’ 

Beacon Co., Boston maker of 
floor wax, will sponsor the re- 
mainder of the Friday programs of 
NBC-TV’s “The Goldbergs.” Al- 
lied Advertising, Boston, is the 
agency. The show leaves the air 
for the summer hiatus following 
the Friday, July 4, program. 


Rybutol Backs Heatter 

Vitamin Corp. of America, New- 
ark, will present Gabriel Heatter 
in a new five-minute newscast 
starting June 30 at 8:55 a.m., EDT 
(Mutual). The program will be 
heard Monday through Friday. 
Duane Jones Co., New York, serv- 
ices this account. 


WANT TO 
GO WEST*, YOUNG MAN? 


Here's a job challenging enough to 
interest a sound-thinking, experi- 
enced copywriter a man who 
likes to mix field work with desk 
work . . who is equally at home 
talking to a typewriter or a client 
or an industrial engineer 


It’s a job with an established, recog- 
nized agency in a large Midwestern 
city, where the pace is stimulating 
but not ulcer-producing. It’s a good 
job now. And it's a good job with 
an even better future 


If you are an experienced writer of 
copy. who wants to enjoy living and 
working in the uncongested Middle 
West, write us complete details 

in complete confidence. (*If you're 
a Westerner or Middle Westerner 
now, we'll be glad to hear from 
you, too!) 


Carter Advertising Agency, Inc. 
912 Baltimore Avenue 
Kansas City 6, Missouri 


CREATIVE 
CHAMELEON 


Chicago woman writer looking for 
a man-sized agency job. Imaginative 
as a top-flight agency; versatile as 
a chameleon; speedy as a stream- 
liner train. Writes copy sparkling as 
a diamond, down-to-earth as bread 
and butter. She’s writing about Cos- 
metics, Fashion Accessories, Men's 
Wear and miscellaneous, but can 
write about anything. While she 
likes beer and pretzels, prefers 
caviar and champagne salary. Wel- 
comes free lance too! 
Box 174, Advertising Age 

200 E. Illinois St., Chicago 11, Il. 


circulation, provide objective evidence that this 


is one of the most exciting new magazine con 

cepts in recent years 
The editorial concept 

new departure—and has been 


fresh—a 
out in 


is completely 
worked 


detail, with sample materia! 

Readership will come from wupper-income 
groups in one of the largest and wealthiest injection molded plastic 
market areas im the country. No costs for . 
national distribution and promotion —material selected to 
The need which potential advertisers feel 


for this medium indicates probability of max- 
imum returns on investment 

Direct competition does not exist 

The enterprise seeks the interest of 
established publisher, to whom it can offer a 
ready and inexpensive method of testing cir- 
culation and advertising potentia 


Box 178, ADVERTISING AGE 
200 E. MWlinois St.. Chicago 11, Il 


trademarks. 


an 
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OUTDOOR ADVERTISING 
PROMOTES CIRCULATION 


for 

TWO GREAT NEWSPAPERS 
we 

“let us Promote your Business” 


three dimensional! displays of rigid rubber, 


Signs, product demonstrations, animated 
Use our 50 years of expe- 
rience to help you get a more effective 


€ Old hing Cole Displays 


GIANT, MINIATURE OR LIFE SIZE 


or papier-maché 
fit your needs. 


CANTON, OHIO 


EXCEPTIONAL OPPORTUNITY 
FOR SUCCESSFUL PRINTING 
AND LITHOGRAPHIC SALESMAN 


ally known producer of highest quality 


midwest plant (near Chicago) has both offset 
and letterpress multiple color equipment with 
complete offset plate department, compe 
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YOUR CLASSIFIED 
ADVERTISEMENT HERE 
WILL GET RESULTS 
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Advertising Age, June 16, 1952 


New Market, Revamped Ad Campaign 


Boost Cessna Sales 


Case History Ad Series 
Push Airplane Sales to 
Business Men, Farmers 


Wicuita, June 11—With only 
January and February sales fig- 
ures in, Cessna Aircraft Co. has al- 
ready substantially topped its sales 
total for the year 1951. 

This is in spite of a severe down- 
ward trend which the aircraft in- 
dustry has been feeling for the 
past five years. 

Cessna attributes a major part 
of the credit for this reversal to a 
revised and intensified advertising 
campaign. It was launched during 
the latter part of last year, after 
company officials and agency rep- 
resentatives had huddled for some 
time over a reexamination of Cess- 
na’s sales potential. 


® Due to increased taxes and the 
cost of living rise, they realized, 
the private flying boom anticipated 
at the end of World War II had 


Be “Aimuiprs® ro rRovit _) 


CESSNA TESTIMONIAL—One of the b&w 
ads used by Cessna Aircraft Co. in a 
series which is jacking up small air- | 

plane sales substantially this year. 


failed to materialize. ‘““People—in- 
dividuals—just couldn’t afford to! 
own an airplane,” they decided. | 
Of the 10 to 15 major small| 
plane manufacturers producing in| 
1947, only three remained—Cessna, | 
Piper Aircraft Corp. and Beech 
Aircraft Corp. Annual industry 
sales, which exceeded 13,000 planes 
in 1947, had dropped to a bare} 
2,200 in 1951. It seemed clear to} 
Cessna that a new and unexploited | 
market would have to be devel- | 
oped if the small plane industry— | 
and Cessna—were to survive. 
Gardner Advertising Co., St.) 
Louis, which handles the Cessna | 
account, did some research which | 
put the sales approach on the right | 
track, apparently. Since before the | 
war, they found, business, and par- | 
ticularly farming, had become ac- | 
customed to counting on air trans-| 
portation for fast shipping needs. 


s Private business, it seemed clear, 
was the big market for Cessna 
light airplanes. And having dis- 
covered the sales potential, the 
company started to work on a cam- 
paign to acquaint business men 
with the advantages of owning and 
operating an airplane. 

Armed with this information, 
Paul Lehner, Cessna account exec 
at Gardner, came up with plans for 
a case history ad series in less than 
a week. The series was designed to 
point up the everyday business 
uses which companies owning 
Cessna models had found for the 
planes. Gardner and Cessna rep- 
resentatives went out and inter- 
viewed satisfied customers and 


prepared copy with a few direct 
quotes from top executives and 
pictures taken on the spot. 

Some of the Cessna owners fea- 


Far Above ‘51 


tured in the series to date include 
a leather goods manufacturer, a 
supermarket chain operator, an in- 
dustrial-commercial realtor, a 
construction company president 
and farmers with large and small 
establishments in Missouri, Texas, 
Nebraska, Iowa and Colorado. 


® The media chosen for the Cessna 
story were b&w pages in Business 
Week, Newsweek and Time nine 
times a year. Capper’s Farmer was 
put on the schedule for b&w half- 
pages six times a year, and pages 
and spreads were ordered in avia- 
tion trade publications. 

Two case histories are used in 


each business ad with subsections 
to indicate the various problems 
which can be solved by using a 
Cessna. The direct quotes used 
stress the physical advantages of 
the Cessna which make it particu- 
larly adaptable to the company 
cited. For example, one company 
stresses the Cessna’s ability to 
land at low speeds, so that small 
fields can be used as airports. 
Another stressed the smal! plane's 
high cruising speed. 

Cessna distributors are provided 
with a book of “One Hundred Case 
Histories.” A similar booklet pro- 
vides sales guidance for Cessna 
salesmen. 


® The Wichita aircraft company— 
through Gardner—sponsored an- 
other interesting campaign back in 
1943 when its advertising urged 
potential airplane owners to set 
aside their war bonds for the post- 


war purchase of a plane. Using a 
coupon supplied in the ads, inter- 
ested customers kept Cessna in- 
formed of war bond purchases and 
serial numbers of their bonds. As 
soon as $500 in bonds was re- 
ported, Cessna assured the owner 
of a priority number for the first 


67 


private planes produced after the 
war. 

Through the wartime campaign, 
Cessna feels it contributed mate- 
rially to the sale of war bonds and 
at the same time got a better 
idea of what its postwar produc- 
tion requirements would be. 
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MIRACLE WALL Finisy $3349 
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for Dealerships! 
FORT WAYNE, INDIANA 
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Canton, Ohio is a Key 
», DETERGENT & SOAP Market 


Canton Families use up to ) 
38.7% more Detergents and Soap 


SPA Hsien PARA ha FIRE I SE NNER REN OR 


Key Facts: Canton’s deep well water varies from 22 to 36 
grains hard. In Cleveland, the water is only 8 grains hard. 


A Canton family will use as much as 38.7%, more soaps, detergents and 
cleansers than a comparable Cleveland family. And the 83,292 families in the 
Canton Metropolitan area have an average effective buying income of $5,179. 


One newspaper, the Repository, covers these families—96.7% city 
zone coverage; 99.4% home delivered. No other newspaper gives 
you merchandisable coverage of this key market. 


A Brush-Moore newspaper, represented nationally by Story, Brooks & Finley 
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TODAY, THERE IS A BETTER WAY... 


\ back-breaking trip from the river was once about the only way to supply a home with water. 
Today, a turn of a tap fills the tub. Today, too, there's a better way to invest your advertising dollar. 


i According to the U.S. Census of Business, the average family in the 3 city and suburban 
4a areas of New York, Chicago and Philadelphia spends 5°% more for Drugs, 31°; more for Food, 33°, more for Furniture and 
Appliances, and 103°; more for Apparel than the average family in the rest of the U.S. 


FIRST 3 Markets Group reaches about two-thirds of all families in the 3 compact metropolitan areas. 


There is a better way to sell your product . . . use 


The group with the Sunday Punch 


New Vork Sunday News 


| HRS P) Cr ex 2) Chicago Sunday Tribune — 


Philadelphia Sunday Ing er 


Rotogravure « Colorgravure 


MARKETS: ton a Picture Sections « Magazine Sections 


New York 17, N. Y., News Building, 220 East 42nd Street, VAnderbilt 6-4894 « Chicago r Ill., Tribune Tower, SUperior 7-0043 
a: San Francisco t, Calif., 155 Montgomery Street, GArfield 1-7946 « Los Angeles 17, Calif., 1127 Wilshire Boulevard, MIchigan 0259 
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Feature Section 


Short vs. Long Copy 


Testimonials Still Etfective 


Five Ways to Present the Offer 


Use of Silk Screen Gains 


Waite Tells How Burroughs Forecasts Business, 


- Plans Sales Goals and Measures Performance 


We start with a rather comprehensive 
forecast, which is one of our major jobs 
and forms a basis for many actions. 

Let’s assume that we are making a fore- 
cast for the calendar year of 1953, which 
is due in September, 1952, in order to 
give sufficient time for completion of 
various actions before the year begins. 

Actually, we reforecast every three 
months. However, the principles followed 
and the cycle of operations is substantial- 
ly the same for each forecast, with the 
September issue being the most elaborate 
and used for the most purposes. 

The first thing we do, and this is a con- 
tinuous operation, is to keep thoroughly 
abreast of all current political and econo- 
mic events. 


# Our next job—and this also is continu- 
ous—is to make a series of tentative pro- 
jections of our probable order outlook. 
This is based upon charts which we main- 
tain of historical company records—by 
product lines and by lines of business— 
and our own forecast of the general busi- 
ness outlook. 

Now, because we do not think we can 
sit in an ivy covered tower and arrive 
at safe conclusions, we secure outside ad- 
vice. But we feel it would be unwise to 
rely on the opinion of one man or one 
organization. 

We retain two well-versed groups of 
consulting economists who operate inde- 
pendently of each other and who arrive 
at their conclusions through different 
methods. 

These men meet and advise with us at 
regular intervals on the domestic and 
international outlook and I synchronize 
their meetings with the preparatory phase 
of our forecasts. It takes us about a month 
four times a year to complete a forecast. 


® After exploration of any divergent 
views we may hold, we arrive at what we 
believe are rather well-reasoned agree- 
ments on the economic forces which will 
be in operation during and somewhat be- 
yond the forecast period, because we need 
to know both height and direction. We 
can then estimate on the basis of these 
national indices about what our business 
should be. 

Next, we try to take a look at the pros- 
pects for our industry because, as you 
know, all industries do not necessarily 
follow the trend of general business. 

Here again, we seek outside assistance 
through two sources. One is our trade as- 
sociation, the Office Equipment Manufac- 
turers Institute. 

We use this data and also a study of 
the industry, in which we developed a 
method of gearing our industry to the na- 
tional economy and forecasting future 
probabilities, to determine industry vol- 
ume and trend in the forecast period. 


8 We know, of course, our historical por- 
tion of the industry and we have knowl- 
edge of internal characteristics and plans 


An entire session of the recent 1952 University of Michigan Marketing Research 
Conference was devoted to the difficult problem of forecasting economic conditions 
and planning sales goals. Harold F. Waite, director of market research for Burroughs 


Adding Machines Co., was a featured speaker at the session. He discussed Burroughs 


approach to two separate problems—planning marketing goals, and measuring sales 
and expense performance. Although many of the techniques discussed are familiar 
to marketing men, Mr. Waite has outlined the operations of a market research depart- 
ment with unusual clarity and precision. The talk he made at the Michigan conference 


is here presented in nearly full text. 


peculiar to Burroughs’ operations which 
may change our position in the industry— 
so that we can now project our own 
probable volume on this basis. 

Now we are ready to put the pieces of 
the jig saw puzzle together 


DETERMINATION OF OPERATION LEVELS 


At this point, we have five separate 
forecasts, all derived from. different 
sources of data—our original tentative 
forecasts by products and lines of busi- 
ness, a total forecast based on probable 
general business conditions as agreed up- 
on with our consultants, and another total 
and product forecast based on industry 
operations, 

They should, and do, come fairly close 
together. A little smoothing out here and 
there and we reach rather concrete con- 
clusions. 


® But, before we put a forecast together 
to submit to management, we need to 
test our thinking against and get the 
views of the heads of the revenue produc- 
ing divisions of the company, the domes- 
tic sales manager, the export sales man- 
ager and the general service manager. 
After we arrive at an amicable meeting 
of the minds, and the independent status 
of our market research department is ex- 
tremely important here, we also check 
with our manufacturing v.p., because we 
need to forecast production requirements. 
Now we are ready to go to press with a 
forecast of revenue, which means bill- 


ings, new orders, inventories, unfilled or- 
ders and production, all screened through 
a system of checks and balances and com- 
posite opinion within and without the 
company which we feel—and can prove- 
insures a high degree of accuracy. 

Is this system too cumbersome or too 
expensive? I do not think so when you 
consider the blue chips that ride on the 
way we turn the cards. 


@ I can now unveil a chart to show you 
what happens after we submit a forecast. 
I could not have shown you this chart 
and expected you to believe that these 
important actions were predicated on our 
forecasts until I had explained the infi- 
nite care we try to exercise in our final 
conclusions and recommendations, 

Actually, as you can see from the chart, 
these are more than marketing goals that 
are planned at this point. They are cor- 
porate goals. 

After going through various committee 
operations, production levels are set; the 
manufacturing division is given an order 
to produce a quantity and variety of prod- 
ucts which will suit marketing require- 
ments; profit and expense targets are es- 
tablished for budgetary purposes; a basis 
for company quotas is determined and, in 
turn, marketing and manufacturing man- 
power and material requirements may be 
estimated. 

Here then is my first summation. Here 
is the end use of our blood and sweat and 
tears—and not infrequent contumely to 
which all forecasters are subjected. 


s Now I want to select quota procedures 
for a further description of planning. 

I should explain here that our order 
forecasts do not necessarily become quo- 
tas, because there is a very strong school 
of thought that you should always keep 
the rabbit a little in front of the grey- 
hound’s nose—so that we may or may not 
inflate our order forecasts to a reasonable 
degree, depending on existing circum- 
stances. 

We do not ever build it up too much, 
because we believe there are two tests a 
quota system must be able to meet in the 
minds of those for whom it becomes a 
goal—one, that it can be considered at- 
tainable and the other, that it is explain- 
able and equitable. 

Let’s look at our U. S. quota system. 


s Here, it was necessary for us to make 
a deliberate choice between one of the 
two general principles most frequently 


COUNTY AND BRANCH QUOTAS 


Branch-Kalamazoo 


QUOTA INDEXES 

County and State seca, Maates” “Rates” et QUOTA 
Allegan,Mich. 0032 .0027 0087 0146 13,140 
Barry, Mich. 0023 0018 0082 0123 11070 
Calhoun,Mich. 0217 0155 .0580 0952 85680 
Kalamazoo.Mich. 0255 .0335 .0679 .1269 114210 
St Joseph.Mich. 0054 .0045 0167 0266 23940 
VanBuren,Mich. .0034 0024 0078 0136 ee 
+ 

. 

a 


Total 0615 0604 1673 2892 


Data Ficticious -For Iilustrative Purposes Only 


used, that is, whether to use the so-cal 
over-ail forecast method, which distrip- 
utes a total quota figure down to indiv ‘ 
ual units, or the individual unit forec 
procedure which builds a total quota 
from individual territory quotas. 

It was our opinion that the secc 
method, which generally involves sec 
ing estimates from salesmen, could o 
be used successfully by a company sell 
a product to the same customers y 
after year and principally to a speciali 
type of outlet. 

We are a business that sells to all bull 
ness and, due to the nature and length of 
life of our products, there is little repeti- 
tive business year in and year out, Our 
salesmen constantly seek new customers 
and everyone in his territory is a prospect. 
It is therefore not practical to expect our 
salesmen to be able to interview prospec- 
tive customers to estimates of 
probable purchases for the coming year. 


secure 


It seemed very evident to us that our 


best approach was to determine an over- 


COMPARISON OF COMPANY ORDERS 
WITH TOTAL INDUSTRY 
Ratio Current Month to Average Month 1935-1939 
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pre- 


all national quota, determined as 
viously described, and then find the best 
means of measurement of potentiality in 
various areas for distribution to territor- 
ies 

We found that good data for our pur- 
poses, available to the general public and 
of current issue was simply non-existent. 
This is not to say there was no data at all, 
but rather that if it was broken down to 
the county level, for example, it was stale, 
and if it was fresh, it was too general 

Of course, we had historical data of var- 
ious types on our own sales by territories, 
but while we recognized that this data 
should be given some weight, we knew 
that its use as the only factor for pro- 
jecting future distribution simply perpet- 
existing distortions. We were 
therefore anxious to secure external data 
which would be meaningful 


uated any 


RATIO OF COMPANY ORDERS 


TO TOTAL INDUSTRY 
Product A Product B 
% 1949 1950 1951 1949 1950 1951 
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j 1. was providential that, about this time, 


» market research committee (of the Of- 

e Equipment Manufacturers Institute) 

ms able, with the support of Horace B. 
McCoy, then chief of the Office of Do- 

bestic Trade of the Department of Com- 
a to assist in sponsoring the compila- 
thon and publication of data from social 
’ security records in the Bureau of Old Age 
; & Survivors Insurance. 

e d Here was indeed a gold mine, because 
a for the first time current data was avail- 
: able for every county in the U. S. con- 
cerning employment, taxable payrolls and 
number of business enterprises, all broken 
down by industry classifications. 

Many of you are familiar with this data, 
the most recent issue of which was called 
County Business Patterns. Personally, I 
think it was the best thing Commerce ever 
put out. However, in a burst of misguided 
economy, it was discontinued after Korea 
A number of us are now trying to get it 
are quite confident of 


Serr 


reactivated and 


by success. 


@ We used this material as one of three 
; factors in computing an index for dis- 
ej tributing total national quota down to the 
? county level and then simply combining 
the requisite number of counties to arrive 
at branch quotas, as shown on my next 
chart 
Here is the method of using the social 
security data. Obviously, you can’t simply 
‘ take the total data for a county and do 
anything with it from the viewpoint of 
measuring degrees of potential, because 
you are combining unrelated enterprises, 
each of which may be expected to have a 
different yield. 
: For example, as an illustration—and to 
cite only two lines of business—two coun- 
ties might have exactly the same social 
security totals, but with one being pre- 
dominately a financial center and the 
s other largely industrial. 
We sell much more to banks per em- 
ploye or payroll or number of establish- 


ments than we do to manufacturers per 
the same unit measurement. 


# It is therefore necessary to weight the 
data for all existing lines of business in 
each county by the expected yield for 
that line, which is secured from our past 
experience. 

In other words, if we sell twice as 
much to banks as to manufacturers, the 
data for banks would bear a weight of two 
and that for manufacturers would be as- 
signed a weight of one, and so on. 

I shan’t attempt to conceal that this is 
not as simple as it sounds, because to 
reassemble social security data for 3,062 
counties by our branch territories and 
then weight each line of business in each 
county is a rather herculean task. 

We were delighted with this means of 
measurement, but wanted another ex- 
ternal factor and again felt that industry 
data would be helpful. 

Included in the system of statistics that 
the market research committee of the in- 
stitute helped build up is a report termed 
the Quarterly County Percentage Report. 


® This report is exactly what its name im- 
plies. Each company reports to the in- 
stitute each quarter its per cent of na- 
tional business done in each of some 600 
key counties in the U. S., which account 
for between 85% and 90% of all industry 
business. 

The institute consolidates this data— 
properly weighted—and, in turn, reports 
back to each member company the per 
cent of business in these counties done 
by the industry. Per cents for other minor 
counties may be easily assigned on the 
the basis of the social security data and, 
being minor, may be somewhat less than 
accurate without doing any harm. 

This material formed our second factor 
in computing an index for quota distribu- 
tion to counties. Our third factor was our 
own last five-year average sales in each 
county, also placed on a basis of percent- 
age of national total. 

We then had three factors, again both 
internal and external, with each being 
assigned approximately equal weights, to 


COMPARISON OF COMPETITIVE STRENGTH 
Region Summary 
0% 80% ry 120% ci 160% 100% 200% 
__| Northeast I2 Months Ending 6-30-50 
—— ere Stes 
= "4 « 3-95! 
Atlant ‘o# « 6305) 


| 
| 


form a county index with which to dis- 
tribute total national quota to counties. 
Then, by adding counties, we could arrive 
at a predetermined total branch quota. 

That completes the description I shall 
give you of quota work done by the mar- 
ket research division, as we only go,down 
to county and branch quotas, which we al- 
so break down by products and lines of 
business. Assignment of salesmen’s ter- 
ritory quotas is made at the branch level 
and is based on a rather ingenious block 
system, which time will not permit me to 
describe. 


® The second part of my talk is on meas- 
uring performance 
We have, of course, all of the generally 
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The Creative Man’s Corner... 


ores 


continues to be effective. 


to itself. 


Testimonials Are Still Effective 


Very frequently we wonder if the Federal Trade Commission doesn’t under- 
rate the native intelligence of the American people, particularly when it con- 
cerns itself with validating advertising testimonials. Survey after survey has 
indicated with stark clarity that the man—or the woman on the street does 
not believe that a particular movie star or baseball player actually uses the 
product he allows his name to be associated with. Yet testimonial advertising 


Meanwhile, advertisers—or their agencies—are put to the trouble of see- 
ing to it that the celebrities they pay a fee to (or, as is more likely these 
tax-conscious days, give a gift to) use the product for a sufficiently legal 
length of time before the advertisement bearing their photograph, testi- 
monial and signature appears. In other words, the chief result of the FTC’s 
strictures has been to have itself included among the victims of the adver- 
tisers’ essentially harmless deceit. In fact, if the public continues to be skepti- 
cal about the use of the product by the testifying celebrity, what the FTC 
has done is to have the mulcting transferred from the readers of advertising 


Ourselves, we have never smoked Camels because Dick Haymes presumably 
derives more pleasure from Camels than he does from any other brand. Nor 
have we smeared our face with Pond’s vanishing cream because the Mar- 
chioness of Milford Haven thinks it is just right, as a powder base, for her 
complexion. And just because Jeris stars with Kirk Douglas is no reason why 
it will ever star with us. In fact, like the other millions of ordinary folk who 
see these advertisements, we are completely convinced that these statements 
were ghosted for these individuals and that their use on the printed page 
became possible only after the passage of a certain sum of money, a new 
diving board for the swimming pool, or a Lincoln convertible between the 
advertisers or their agents and the celebrities involved or their agents. 

At the same time, we’re conscious when we do light up a Camel that our 
friends, or anybody who happens to see us, might just possibly assume we 
move in the same set as Dick Haymes or even with Dick Haymes himself. 
And if anybody next to us in the subway or at the lunch counter recognizes 
the source of the odor emanating from our hair as Jeris hair tonic, we like 
to feel that he (or, preferably, she) considers us every bit as important as 
Kirk Douglas, whoever he is. Similarly, if a cocktail guest wanders into our 
bedroom to readjust her face and sees a jar of Pond’s vanishing cream on 
Mrs. Corner’s vanity, we entertain the precarious hope she may just pos- 
sibly suspect we may be in some way related to English nobility, however 
distant. As for how we happened to be caught using any one of the three 
products—well, pure coincidence. And the FTC can’t do anything about that. 


It ) bur ski 
under a 


loels chok *] 
: maak, up 


errr ror orrorer 


recognized statistical types of statements 
of operations, which are fairly standard 
and with which I am sure you are famil- 
iar. 

It seems to me you will be more inter- 
ested in those degrees of measurement 
which depart a little from the beaten path 
and indicate, in as many instances as 
possible, our principles of reporting. 

I am going to show you several charts 
to illustrate these methods of measure- 
ment. All data shown on them is, of 
course, fictitious. 

The first chart is based on one of our 
reports from the institute which indicates 
the relation of total new orders each 
month to a 1935-1939 base and therefore 
shows the current trend of the industry. 

This report is termed the Monthly Ratio 
Report. Individual companies report their 
data to the institute, where it is con- 
solidated for the industry, properly 


weighted according to prewar data on 
hand there, and reported back to the 
member companies. 

This data gives us the ability to chart 
our own performance in total against that 
of the industry and periodically submit 
this chart and interpretative comment to 
the head of the Burroughs marketing 
activity organization, who can readily ob- 
serve whether we are moving with or 
counter to the trend of the industry to 
the extent desired. 


@ The upper section of the chart is a 
simple linear plotting by months of our 
index to 1935-1939 performance against 
that of the industry. 

The lower portion shows a bar chart 
presentation by quarters of the same data, 
but computed as a per cent of industry 
performance with 100% as the base—or 
par for the course. 
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For example, if the industry in a speci- 
fic period did 200% of prewar and we did 
300%, our performance is 150% of in- 
dustry. Or, if the figures were reversed— 
God forbid—we would be 6623% of in- 
dustry. 

In other words, the blocks above or be- 
low the line drawn at 100% indicate per- 
formance superior or inferior to the in- 
dustry and allow ready scanning of re- 
sults by a busy executive, without having 
to pore over a mass of detail. 

We also secure from the institute a 
monthly dollar report of new orders by 
major product categories of the various 
companies who compose its membership. 


s Some of the categories are of only 
academic interest to us as we do not now 
compete in those fields. However, there 
are several in which we are directly con- 
cerned. 

To again form a basis for comparison 
with industry operations, we compute the 
percentage of our dollar business in each 
of these categories to the total for the in- 
dustry and chart these per cents as in- 
dicated on the upper portion of my next 
chart, showing two products only—A and 
B—and with divergent trends. 

Again, for ease of scanning, we show 
the same data in bar chart form on the 
lower portion of the chart by quarters, 
which tends to smooth out any abrupt 
peaks or valleys in our movements. This 
chart also goes to the (marketing activity) 
v.p. and also with general comment on its 
content. 

These measurements have been of total 
operations and are designed primarily for 
top management. 


® Next, we turn to area measurement. You 
will recall I mentioned the Quarterly 
County Percentage Report of the indus- 
try, which we use as one of the factors 
in a county buying power index. 

We also use this report as a means of 
comparing our branch and regional per- 
formance against the industry on the 
basis of per cent of national business done 
in each territory as is shown on my next 
chart. 

Percentages by counties are added to 
secure branch totals and branch totals 
added to secure regional totals. 

These operations are done on a statis- 
tical basis first and then converted to 
our per cents of industry performance. 

If, in County Y, for example, the incus- 
try did 4% of national business and we 
did 5% of our total sales in the same 
county, we would rate ourselves as 125% 
of industry. If the figures were reversed, 
we would rate 80% of industry. 


® We show these comparisons in profile 
chart form with the bars to the right of 
the line drawn at 100% representing per- 
formance superior to the industry and 
those to the left of the line indicating the 
contrary. 

In order to indicate trends, we show 
five separate caliper year bars on these 
charts for each region, each succeeding 
year adding the latest quarter and drop- 
ping the earliest quarter. 

There is, therefore, overlap in each bar 
except the first and the last, which rep- 
resent entirely different twelve month 
periods and render it possible to see the 
complete change in the past year, as well 
as the trend during that period. 

The chart I am showing you is a U. S. 
summary by regions and we follow the 


The Eye and Ear Department... 


same principle in preparing a similar 
chart for each region by branches. 


® This data is designed primarily for our 
general sales manager and regional man- 
agers and has been found extremely val- 
uable in pointing out areas where we 


U. S. SUMMARY 
Comparison of Equipment Quota Attainment 
with Sales Operating Expense Budget Variances 
May, 1952 

°*/o of 


Budget Variance 
14 2 e 


60 70 80 90 100 No 120 130 
% of Quota Attainment 


were weak—but which is not necessarily 
indicated by our own internal sales sta- 
tistics—and where corrective action is in- 
dicated. 

The next chart is on the scatter diagram 
principle with the chart itself divided in 
four sections, the horizontal dividing line 
being 100% of budgeted expense and the 
vertical dividing line being 100% of quota 
attainment. 

The plotting against the vertical scale 
represents per cent of actual performances 
against budgeted expense and the plotting 
against the horizontal scale is for per cent 
of quota attained. 


s The positions shown are entirely myth- 
ical as you will, of course, realize we 
could not have as poor performance as is 
indicated for region 5, which is way above 
budgeted expense and far below quota. 

Again, varying degrees of poor per- 
formance can be easily disclosed, either 
against expense budgets or against quota 
or both, and the situation taken in hand. 

While this chart also is a U. S. summary 
by regions, we prepare the same chart 
for each region by branches. 

I should like you to observe the various 
levels of control which may be exercised 
by this series of charts. 

For top management, we show total 
sales operation as an executive control 
over the general sales manager. 


= For the general sales manager, we show 
regional operations for his control over 
regional managers. 

For regional managers, we show branch 
operations for their control over branch 
mafiagers. 

You may well ask, “Does anyone meas- 
ure the measurer?” The answer is “Yes.” 

Remember, I said that our billing fore- 
casts become revenue budgets and that 
our order forecasts with possible slight 
adjustments become national quotas. 

Both are indelibly inscribed on month- 
ly financial statements and reports of or- 
ders taken so that he who sits may read 
and he who wrote may tremble. 


Mr. Eisenhower's Debut 


Mr. Dwight D. Eisenhower made his po- 
litical debut on television on Wednesday, 
June 4, at 7 p.m. from a rudely construc- 
ted stand in Abilene, Kan. The importance 
of this debut lay in the fact not only that 


Mr. Eisenhowerewas making his first bid 
for the Presidency via television but there 
had been a lot of speculation over how he 
would do on this merciless medium vis-a- 
vis Mr. Taft. 


Mr. Eisenhower—at least to this re- 
viewer—looked a little old and just a little 
tired. In many shots, his face resembled a 
composite photograph of—of all people— 
Mr. Taft and Mr. Truman. He lacks the 
Charley McCarthy mouth of Mr. Taft, but 
his glasses, his bald head and sparse hair 
remind you, slightly, of the gentleman 
from Ohio. His lips have a manner of 
curling and his forehead a manner of 
wrinkling that remind you of the gentle- 
man from Missouri. There is still another 
resemblance; his mid-west twang, his 
jerky manner of speaking,: his running- 
together of syllables are most reminiscent 
of Wendell Willkie—who, you may recall, 
also ran for “Prezentuniyedstates.” 

His voice, on this occasion, was the 
voice of Dwight Eisenhower, but his 
speech was much too obviously the work 
of his political advisers. None of the 
Eisenhower personality came through the 
disembodied generalities, the carefully 
worded political implications, the historic 
platitudes such as, “I believe in the United 
States of America.” 

At a time when the people are con- 
fused and looking for leadership, Mr. 
Eisenhower reflected none of the superb 
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My Last Word on Short Vs. Long Copy 


By James D. Woo.Lr 

The old, old question of long vs. short 
copy seems to be a matter of considerable 
interest to many of my readers. Scarcely 
a week goes by that I don’t receive a letter 
or two in defense of either length or brev- 
ity. There appear to be 
few middle-of-the- 
roaders. Some of my 
correspondents are un- 
yielding in their op- 
position to long copy, 
while others believe 
that copy with a crew 
haircut—truncated, 
scragged, and emaci- 
ated—cannot possibly 
do a man-size selling 
job. 

I have commented in this column on 
this subject on several previous occasions, 
but I am not at all certain my contribu- 
tions have amounted to much. I feel im- 
pelled to try again, if only for my own 
amusement. The subject fascinates me. 


James D. Woolf 


s My present notion is that the copy- 
writer should shut out of his mind all 
thoughts of “long vs. short’”’ when he sits 
down to plot and write a pattern adver- 
tisement for a new campaign. I can think 
of no procedure more dubious than for 
the copy man to say to himself, “I shall 
write fifty words and stop. Why should 
a man want to read about anything so 
prosaic as shirts? I wouldn’t. Fifty words 
is my limit.” 

I am reminded of the old minister who 
always preached just one hour, with his 
watch lying open before him. When he 
saw the hour was up, no matter where he 
happened to be in his discourse, he broke 
off, saying: “Brethren, the hour is up. Let 
us pray.” 

My own procedure, after I have settled 
on my theme, is to start writing and keep 
on writing until I have put down on paper 
everything I think ought to be said about 
the product, I may find, after I have fin- 
ished this first draft, that I have written 
50 words or 500. Usually I find that I 
have used more words than are needful, 
and then begins a whittling down oper- 
ation—but not because I believe shortness 
will in itself add interest, persuasion, and 
conviction to my copy. I whittle down for 
the sake of simplicity, clarity, force, and 
needless wordiness. 

We will agree, I think, that “everything 
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confidence invariably exhibited by F.D.R. 
Frank kept his chin in the air; Ike buried 
it in his prepared speech. At one point, he 
missed a (literally) heaven-sent oppor- 
tunity to give the people something they 
know they can’t get from Taft—a sense of 
humor. His speech was delivered during 
a Kansas thunderstorm. He had just made 
a reference to Russia and the threat of the 
Kremlin when a huge peal of thunder 
rumbled through the sky. Ike looked up, 
but he is obviously short on ad-libbing. It 
was the perfect opportunity to quip, “Joe 
must be tuned in.” That one quip would 
have brought you Ike—instead of the 
Lodge-Hoffman-Duff speech to which he 
doggedly returned. 

In short, it is this reviewer's opinion 
that, if the Eisenhower advisers are going 
to keep the Eisenhower personality under 
wraps, they had better keep it off tele- 
vision. Ike at one point said, “My friends.” 
Let him say it more frequently—it’s a 
proved selling phrase. Let him say “I” 
more frequently, too, and let him say 
what he has to say as he wants to say it; 
the manner in which the Republican Party 
speaks has lost too many elections during 
the past 20 years. 


et ee 
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& 
that needs to be said about the produgt” 
may be a lot or a little, depending on the 
product. Items of merchandise such as 
candy mints or chewing gum obviously do 
not justify a lengthy discourse by fhe 
copywriter. Not only is there little *to 
be said about such uncomplicated pr@d- 
ucts; there is also the fact that the r@le 
they play in the life of the reader is 
minuscule. : 

With reference to more complex + 
important products, I suspect that 
copywriter’s viewpoint depends on 
he regards advertising. If he regards ad- 
vertising as salesmanship, he is not m 
to be a fanatic about brevity. If, on the 
other hand, he regards advertising as 
mere remindership, he is pretty sure ‘to 
be a sturdy member of the short copy 
school. - 

For what it is worth, let me tell ee 
what 1 have found out in a number 
direct mail campaigns during the last 
three or four years. When the objective is 
an order, to be accompanied by a check, 
the long letter will nearly always outpull 
the short letter. Test after test seems to 
indicate that it is essential to say every- 
thing that ought to be said about the 
product. 


8 It is my belief that in both direct mail 
and in publication advertising it is a good 
idea to “dress up” long copy to make it 
appear as inviting and readable as pos- 
sible. Plenty of subheads and physical 
devices and stratagems help carry the 
reader along from paragraph to para- 
graph, which reminds me of a story about 
another old preacher. 

Sixty years ago there was a Hugenot 
preacher in New York who modeled his 
sermons exactly after the pattern laid 
down in Claude’s “Essay on Preaching.” 
Usually he preached in French, but when 
he resorted to English the effect was ir- 
resistible. He not only built his discourse 
on a set plan, but was careful to have the 
fact known and appreciated. To that end, 
he announced in turn each of its divisions. 
“Now we have de oration,” he would 
say gravely; and then “Now we have de 
peroration.” His masterpiece of effective- 
ness was exhibited when, with a be- 
fittingly solemn face, he gave out the 
thrilling announcement, “And now, my 
friends, we come to de pa-tet-ic.”* 

I fear that once again I haven't con- 
tributed much to the argument. But I 
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f ‘ rider r. Most m f 1 ask for full cash with your order 

7 van ‘ er uo mu e sure eature “Satisfaction 

ar ext ix offer spire con- 

e et lence 
5 ved t 
ee Mail Order and Direct Mail Clinic ... ’ 
A — Tips for the Production Man... 
* 
Ive Ways fo Present the Utter Big Growth in Use of Silk Screen Process 
” - ’ r ? 
: ' . sites Kennetu 2 ir ing the new daylight fluorescent 
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ect na 
, - ne een a more rapi Printing cam be done on aimost any 
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fter ° t : f lettering dupli- OOK ver Was Sx screened in three 

, . tome _— é é @ et a simpler ior { was reported in a recent issue 

- . ee K sereen printing ised for if Signs of Times, a trade publication. The 

mg } ) itfer 7 f stomer va t oster nt of sale advertis- rin xf the cover by silk screen cost 
vie e me e upon delivery. Usual- e extile Manufacturer e omer only 2/10ths of a cent more 
, . " ected da é 1 g ting er cover, reportedly, than for a compar- 
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To Keep Things Growing Your W ay 
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not keyed in any way to copy—but the read 
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im figure things out, up to a certain point. What is 
go a a7 
. 5 ergola’s wh yood Painted or unpainted” Is the 
" 
4 e ” Power Vower n braced . ¢ > 
> Sv tRliawn P gola angle-iron braced? It had better be. Is it knockdown 
” in stone cast? The trellis is “white painted wood’? If 
99.50 v4 wonder what the little doghouse looking affair is, read 
ahs I ps ; “ite mace 
s e copy. It sa Greenhouse for seedlings and for rare 
plants. 32x16x21 inches. $39.95" And now you know. Or dk 
F ; " q yu? What's its principle? How do you use it? Indoors or out” 
. ‘ a «/ r ‘ + + ‘ 
P, _ fa is that an electrical connection? Don’t they want to sell them 
2 » anyone who isn't already well-informed and acquainted 
with the item? Is it glass on all sides? Are there instructions 
( astom Awnings for its use? 


are all secrets. All through the ad—such weaknesses 


‘ot because it's the best way to run ads—but because retail 


c management has been on a gravy train ride for so long that 
4 thir k 


ing you put in the paper is good enough to pass as an 
ad. (Ad people do about as well as they are required to do 
Me feamete Vat If they are not aided or required to do professional selling- 
in-print, I blame management, not the copywriters. } 

I'll only mention the “buy” in “MADE BUY OUR EX- 
PERTS” in the awning ad. Maybe the play on words in the 
big headline was too much for the printer. 

This ad is typical of a vast number of today’s nice-iooking 
imitations of what good advertising can be. Not room for 
sufficient copy—but air to burn. Incomplete, inadequate 


Vow Seed feed ond fone 


; ° . copy that lists or offers but does not sell. Created to satisfy 
us a layout artist perhaps—with no regard for the reader Being 
s 4 creative and being effective are two different things 
err 
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super 
customer 
of midwest 
supers 


Dealers Say Farmers Are No. 1 
Customers, Rate Midwest Unit 
Papers As No. 1 Sales Media 


Ask the carry-out boys who the best cus- 
tomers of Midwest supermarkets are. They 
will tell you the biggest loads of groceriés 
go into farmers’ cars. 
Farmers of the 8 Midwest states buy 50% 
more packaged food than city families. 
That’s why Midwest grocers are always on 
the lookout for ways to build up their farm 
trade. That’s why 3 out of 4 Midwest dealers 
name the local Midwest Unit Farm Paper 
as the farm publication that will make the 
most sales for them. : 


MIDWEST FARMERS ARE BIG BUYERS 


@ Farm incomes are double the average f@ 
the nation. 


@ Farmers are their grocers’ biggest and beg 
customers. ; 
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@ Rural population predominates, and } 


@ 1,282,060, or 9 out of 10 farm families depe 
upon localized Midwest Unit Farm Papers 
their chief source of information of all kinds, 


7 
That’s how the Midwest stacks up as a mark 
for food—for everything it takes to opera 
modern farms and farm homes. Concentrate 
your selling efforts where good times are best. 
Buy the Unit—one order, one plate at a sub- 
stantial saving in rates. 
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MIDWEST tou Taper UNIT 


OFFICES OF MIDWEST REPRESENTATIVES AT: 
250 Park Avenue, New York. . . 59 East Madison Street, Chicago 
Russ Building, San Francisco . . . 1324 Wilshire Bivd., Los Angeles 


THE MIDWEST, 


FARMING IS BIG BUSINESS...AND GOOD LIVING 
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The Fabulous Southwest 


The Nation's Lorgest Trade Territory 
produces 


PECANS 


The worlds largest 
grove, 4,000 acres 
95.000 trees preo- 
duces 1,750,000 
pounds annually 


Two Seporote Newspopers — 27¢ Buys BOTH! 


Che £1 Paso Times E! Paso Herald-Post 


An Independ Newspap A Scripps-Howard Newspaper 
Meraing and Sundey Evening 


Hamilton, Ne 
and Dewey M 


NAEA’‘s Fiorida Meeting Includes Seminars 


Dayrona Beacu, Fia., June 13— Press, Ft. Meyers, Fla 


The summer convention of the 


Newspaper Advertising Executives Sa 
Assn. opens here June 23 with a Mass., 
The Enterprise 


crowded three-day agenda 
A new feature at this year's 


NAEA meeting will be a seminar dell 
conducted along the lines of the and 


1ars Charlotte 


American Press Institut mir 

at Columbia University ] Foun- 

tain, ad director of the ancas J 

Pa new spa per nas Deer ap- al l 

pointed moderator of the panel. Daily 

After the seminar the meeting will 

break up into rour ables—ac- the opening session wil] 
cording to circulation size. The Matherly 


chairmen of these groups will be: commerce 
1. Up to 15,000 circulation: E. L. Florida. He wil 
] ture of Advertis 


High Point, N.C. 


News-Post-Her- 


One of the featured speakers at 


ing and the Amer- 
ican System of Free Enterprise.” 


“Wherever You GO... there’s RADIO!” 


CKLW is proud to have played a part in the United Detroit Radio 
Committee’s campaign which won top honors for group radio 
promotion in 1951. CKLW conceived the slogan, first gave it air 
time, and joined with other Detroit Stations to emphasize the 


great value of radio in the Detroit 


market. 


MUTUAL 


50,000 WATTS ®* 
Guardian Building 


LW ov 


800 On Your Dial 
+ Detroit 26 


Advertising Age, June 16, 1952 


Sen. Homer E. Capehart (R., 
Ind.) will be the luncheon speaker 
on the first day 


@® An expected highlight of the 
meeting is the Tuesday luncheon 
talk by Keen Johnson, v.p. and 
public relations director of the 
Reynolds Metals Co. Mr. Johnson 
is a former newspaper publisher 
and editor and was governor of 
Kentucky from 1939 to 1943. He is 
now president of the Daily Reg- 
ister Co., publisher of the Daily 
Register in Richmond, Ky. His 
topic will be “Public Relations—a 
More Vital Need Today.” 

Two talks have been scheduled 
on co-op advertising. “The Insti- 
tutional Appreach and Cooperative 
Advertising” will be discussed by 
Richard Rich, president of Rich's 
Inc., Atlanta department store 
which had a $50,000,000 volume 
last year. Mr. Rich will speak on 
Monday morning and he is coupled 
with John Walsh, ad manager of 
Palm Beach, one of the largest 
users of co-op advertising in the 


nation 


® On the convention's closing day, 
Wilson Condict, ad director of the 
St. Louis Globe-Democrat, will re- 
port on the NAEA work in improv- 
ing relations between newspapers 
and advertising agencies 

In keeping with the announced 
theme of “an agate line conven- 
tion,” there will be numerous re- 
ports on ways to build up linage 
Among the speakers—and their 
topics—are 

Stanley Ferger, ad director of 
the Cincinnati Enquirer, color ad- 
vertising; Russ Harris, general ad 
manager of the Buffalo Courier 
Express, methods used to get more 
general advertising; Harold Barnes, 
lirector of the Bureau of Adver- 
tising, progress being made in the 
sales program of the bureau; Don- 
ald H. Waddington, chairman of 
the new business committee of the 
Atlanta chapter of the AANR, 
same topic as Mr. Harris; Garth 
Cate, chairman of the National 
Assn. of Travel Agencies, travel 
and resort linage. 

The question of “How Far a 
Newspaper Can Go in Censoring 
Advertising” will be discussed by 
Monroe Green, ad director of the 
New York Times 


8 In addition to the business ses- 
sions, a number of social activities 
have been planned and delegates 
have been invited to bring their 
families. There will be tours of the 
famous Marineland and the city of 
St. Augustine, plus a beach party. 
Julius Davidson, publisher of the 
News Journal in Daytona Beach, 
will hold a cocktail party for 
the convention on Tuesday 
night. 

The program chairman for the 
convention is Don Bernard, ad di- 
rector of the Washington Post and 
2nd v.p. of NAEA. 

Herb Wyman, NAEA president, 
announced that Charlie Arm, ad 
director of the Los Angeles News, 
will serve as chairman of the res- 
olutions committee. 


Joins Benton & Bowles 

Wilfred S. Roberts, formerly ra- 
dio-TV head of Pedlar & Ryan, has 
joined the TV department of Ben- 
ton & Bowlés, New York. His first 
activity has been the development 
of a new dramatic series for Ca- 
may soap entitled “The Doctor.” 
The program will be presented 
over NBC-TV starting Aug. 24 at 
10 pm., EDT. This time period is 
now occupied by Tide’s “Red Skel- 
ton Show,” which will be seen 
three hours earlier in the fall. 


Mohawk Adclub Elects 


Robert Sebert, General Outdoor 
Advertising Co., has been reelected 
president of the Mohawk Advertis- 
ing Club in Utica, N. Y. Other of- 
ficers elected are Henry Sellweger, 
Utica Drop Forge & Tool Co., v.p.; 
Ted Darvoé, Farquhar Advertising, 
treasurer, and John Grier, Ball & 
Grier, secretary. 
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Poor Production 
Methods Told at 
Dailies’ Meeting 


(Continued from Page 1) 
sitting down to chart “the details of 
the required course of action and 
doing the things advocated.” 

Too many newspapers are “look- 
ing for pat answers to cost prob- 
lems when, as a matter of fact, the 
only solution may rest in their own 
better management,” he acded. | 


® Another eccentricity hampering 
newspapers, according to Mr. Reed, 
is their “apparent dedication to the 
conclusion that [their] production} 
and cost problems are highly un- 
usual and peculiar to newspapers 
alone.” 

He said newspapers ought to tap) 
the reservoirs of management, pro- 
duction, personnel and industrial} 
relations knowledge and experi- 
ence in other manufacturing indus- 
tries. 

He suggested that planned man- 


agement programs should be put} #6€ncies se 


into operation and continued 
through management training and 
constant study of new techniques, 
such as those offered by the Amer- 


ican Management Assn. and the 
National Industrial Conference 
Board. 


He found it interesting and in- 
dicative that lists of participants at 
management conferences seldom 
included newspaper executives. 


® He cautioned that if the execu- 
tives failed to seize the opportunity 
to improve management, their jobs 
would be “dead-end.” 

George B. Dearnley, v.p. and 
production man for McCann-Erick- 
son, New York, presented a report 
of the ANPA-Four A’s joint me- 
chanical committee with Ben Dal- 
gin, director of art and reproduc- 
tion of the New York Times. The 
report, covering study recommen- 
dations made in 1951, suggested 
preparation of good art copy, and 
standards for plant operation, ink 
and paper. 

One point emphasized was that 
agencies should be informed if mat 
shrinkage was causing distortion 
that clients complained about so 
that they could do something about 
the mats being used. 

Copies of the report are available 
from the Four A’s, 420 Lexington 
Ave., New York 17, or the ANPA, 
370 Lexington Ave., New York 17. 


s Paul O. Brannon, pressroom su- 
perintendent of the Cleveland 
Press, discussed r.o.p. color in 
newspapers. 

As of January, he said, there 
were 546 newspapers using color, 
“almost one-third of the country’s 
daily newspapers offering r.o.p. 
color and of this number 174 of- 
fered full color.” 

Newspaper color is a_ potent 
drawing power in moving mer- 
chandise, he explained, and de- 
mand for it will grow. 

“If the newspapers are to com- 
pete successfully with other media 
for the advertising dollar, it’is im- 
perative that we prepare to meet 
this increased demand,” Mr. Bran- 
non told the newspaper executives. 

But r.o.p. can be profitable only 
“when produced in volume and 
never should be done on a piece- 
meal basis,” he added. 


s “In order to do this, color facili- 
ties must be expanded. We cannot 


| tising money will buy a good job 


ficult and costly by demanding 
precise color shades of complex 
color combinations. 

Mr. Brannon went on to discuss 
the various problems and means of 
achieving maximum r.o.p. color 
printing efficiency. 

In the question and answer peri- 
od which followed, a production 
man from the BBDO San Francis- 
co office took issue with Mr. Bran- 
non. 

“All we ask is that you give us| 
the color we want,” he said. “Pack- | 
aged goods are in the grocery 
store. Those goods are advertised in 
color, and that color should match 
the color supplied by the agency.’ 


® Ink standards are necessary, he) 
added, and the pressroom should} 
send the sample provided by the) 
agency to the ink company to in- 
sure the color ordered. } 

A production man from Young 
& Rubicam’s San Francisco office} 


| criticized the newspapers for bad) 


r.o.p. reproduction due to shrinking 


| papers, | 


“The day will come when adver-| 


We have the money to spend when 
we can get good r.o.p. that looks 
like the plates and the mats the 
nd to the newspapers.” 

“Today it is a 50% operation— 
some is good and some is terrible,” 
he asserted. 

Les Granat, Detroit News, coun- 
tered with the argument that 
shrinkage—which has been used 
since 1922—is not the problem, but 
the mats sent out by agencies 
which won’t shrink. 


@ The ensuing argument among the 
agency and newspaper production 
men present produced many inter- 
esting pro and con arguments. 

One point brought out was that 
last minute corrections may cause 
some of the shrinkage. If agencies 
got their copy to the paper in time 
and didn’t make last minute chang- 
es, the situation would be im- 
proved. 

Other charges that were made: 
poor materials supplied by agen- 
cies, failure of the agency to send 
in registry mark (“give the paper 
the registry number and you'll get 
what you want...”). 

However, the session ended with 
the friendly and hopeful note that 
agency and newspaper men could 
find a mutual ground for stand- 
ards. 


® Stephen L. Lambert, mechanical | 
superintendent of the Brooklyn | 
Eagle, followed with a report on| 
“the highly controversial subject, | 
‘Narrow composition of columns} 


age to meet the problem of paper 
shortage. 


Boston Junior Adclub Elects 
Robert C. Brannigan of Haffen- 
reffer & Co. has been elected presi- 
dent of the Junior Advertising 
Club of Boston. Other officers | 
elected are Gilbert Spencer, Gil- 
liam Service, v.p.; Mary Hernon, 


sacrifice b&w press capacity merely 
to print color, neither can a news- 
paper permit the product to assume 
the characteristics of colored comic 
books. Balance between color and 
b&w must be maintained,” he cau- 
tioned. 

He criticized agencies and ad- 
vertisers who made press runs dif- 


Kettell-Carter, treasurer, and Su- Rank Program Rating | 10 the combination: The units of 
a — a by } 1 Love Lucy (Philip Morris, ces) jekta anew 65.3 Space must be the same (although 
Suzanne, Worcester, Mass., secre- alent Scouts (Lever-Lipton, ) . 62.6 iffe innertions 
tary. 3 You Bet Your Life (OeSoto-Plymouth, NBC) . $o4| copy may differ), and insertions 
: Godtrey & Frients (Several Sponsors, CBS) .. 51.4 must be placed within three 
abst Bouts (CBS) .....-- cere cececercees 49.1 . - ents fo 
Bach to ‘Popular Mechanics’ é Red Skelton Show (P&G, NBC) ........ 73 months of each other, No limit is 
ver See te 7 My Friend Irma (Pearson, CBS) ‘ 436 | placed on size or frequency. 
— R. ce nrg a the 8 Your Show of Shows (Several Sponsors, © CBS) 43.2 
advertising researcn stall 0 opu- at's My Line (Stopette . 415 
lar Mechanics, Chicago. Mr. Bach 1° Texaco Star Theater (NBC) ......... 40.2, Plough Buys WOR Show 
was public relations officer in the Homes| Plough Inc., Memphis, is spon- 
Army in Korea until his release Rank Program (000) | Soring a new 90-minute weekly re- 
last March. 1 I Love Lucy (Philip Morris, CBS) ............ 1l.iso corded music session over WOR, 
2 You, Bet wn Life (Detote- ‘oar eee) ; .010 New York. The program features 
rey riends veral Sponsors es sas : onto or 
McGraw-Hill Moves in Boston 4 Red Skelton Show (P&G, NBC) 6 7750 | Visiting disc jockeys from stations 
é 5 Your Show of Shows ere” Sponsors, NBC) . 7759 throughout the country. Time for 
On July 1, the Boston office of 5 CO Ba AOD, 600054500 006000 , 7.610 St. Joseph’s aspirin and Mexana 
McGraw-Hill Publishing Co. will ‘ ee | ge pad eg lane 4 powder and skin cream was bought 
move to larger quarters in the Park 9 Robert Montgomery (S. C. Johnson-American Tobacco, NBC) ‘6639, through Lake-Spiro-Shurman, 
Square Bldg. 10 Fireside Theater (P&G, NBC) . 6,610 Memphis. 


ting 


Facts from Angle-Iranian Aneual Report for 1951 


“ : 


| 


ENGLAND'S FIRST—The Anglo-lranian Oil 
Co. is the first English corporction adver- 
tising its annual statement in the U.S. to 
use the American ad format. The ad ap- 
pears in a Time spread and in June 10 
newspapers in New York, Chicago, Wash- 
ington and Houston and in the Christian 
Science Monitor. Doremus & Co., New 
York, is the agency. 


Chances Dimmer for 
Getting New Law on 
Fair Trade in 1952 


WASHINGTON, June 12—The 
chance of fair trade legislation at 
this session of Congress dimmed 
today as the Senate commerce com- 
mittee ducked a record vote by 
shuttling retail price maintenance 
to the Senate floor “without rec- 
ommendation.” 

The committee’s unorthodox ac- 
tion was expected to strengthen 
the hand of Sen. Pat McCarran 
(D., Nev.), chairman of the judi- 
ciary committee. He asked that fair 
trade be rerouted to judiciary for 
further study. 

The commerce 
“without recommendation” 
does not foreclose early Senate de- 
bate on fair trade in the event Sen. 
McCarran’s bid is defeated. How- 
ever, without committee sponsor- 
ship, the bill has less chance of get- 
onto the Senate’s crowded 
agenda. 


committee’s 


vote | 


Medical Assn. Perturbed About Fat People, 
Reducing Gimmicks, Socialized Medicine 


Cuicaco, June 12—Word ema-| adelphia pharmaceutical manufac- 
nating from the 101st annual con- turer, presented telecasts in color, 
vention of the American Medical picked up at the exhibit area on 
Assn. this week is that excess Navy Pier with specially manu- 
weight is America’s No. 1 killer. factured receivers, of operations 

At the same time, visiting med- taking place at Chicago’s Wesley 
ics were introduced to about a) Memorial Hospital a short distance 
dozen popular reducing aids which) away. 
the AMA says are worthless. An! 
|exhibit prepared by Oliver Field,|# Nerveless TV viewers across the 
director of the medical association’s| nation had a chance to watch ten 

| bureau of investigation, featured) minutes of one operation over 
| 12 such pills and gadgets. NBC-TV June 10. Black light was 
| Mr. Field said that in most cases! used in one of the color TV demon- 
|the weight controllers are not. strations to show up a fluorescent 
|harmful to users but that they have | dye applied to the scalp of a ring- 
no apparent effect on attempts to) worm patient. 
slim down, One exception, he said, While many AMA members 
is Fastabs, made by National) roamed through the exhibit area, 
Health Aids Inc., Baltimore, which| the group’s policy-making House 
might cause “esophageal obstruc-| of Delegates met in the Palmer 
tion” when taken in large doses. | House. The coordinating committee 
| which has supervised the AMA's 
8 Other “fads and fallacies for the; concentrated attack on government 
fat” cited by Mr. Field are: Wafex, | attempts to promote national health 
Wafex Inc., New York; Junex, Jun-| insurance reported “strong evi- 
ex Products, Chicago; Mynex, Mar-| dence that the physicians’ battle 
lene’s Inc., Chicago; Ayds candies, | against socialized medicine is near- 
Carlay Co. (a division of Campana} ly won.” 


Sales Co.), Batavia, Ill.; Slend-R-| 
Form, Riley Products Inc., Chicago; s The committee said that it hopes 
Fatono, Bentley Co., Chicago;| to be dissolved by the end of 1952. 


R.D.X., Le-Calory Food Corp., New| With its dissolution will come the 
York; Rennel concentrate, Rennel| termination of the AMA's heavy 
Co., Chicago; Kyron, Continental) publicity campaign launched in 
Pharmaceutical Corp., Chicago, and 1948 and directed by Whitaker & 
Protam, Protam Corp., New York.} Baxter, public relations consultant, 
Cigaret companies, anxious to| Whitaker & Baxter has request@d 
counteract some of the disturbing that the end of its services for the 
publicity the medical profession) AMA coincide with the commi- 
has given their products with lung) tee’s cancelation. 
cancer research (AA, March 31), Dr. Edward J. McCormick, T9- 
supplied the doctors with carna- ledo, was chosen by the group 
tions, initialed cigaret cases, free| president-elect to take office next 
smokes and many taste tests. June when Dr. Louis H. Bauér, 
For the seventh time, Smith, Hempstead, N.Y., completes fils 
Kline & French Laboratories, Phil-| term in office. 


¥ 
The commerce committee had a/ vote in the event the Senate 
marathon four-day hearing on fair asked to channel fair trade to t 
trade last week, with dozens of | judiciary committee. He conced 
witnesses testifying but with most | that Sen. McCarran “is on stro 
| committee members absent. | ground” when he argues that t 
Commerce committee Chairman fair trade laws change existi 
Ed Johnson (D., Colo.), who sat | anti-trust statutes. These are t 
faithfully through the entire four- | "esponsibility of the judicia 
day hearing, said the committee | SOUP. 
was virtually unanimous in voting | The fair trade bill rifled throu 
to release the fair trade bill with-| the House 196-10 as a result of 
out reconmeendation. | strong pressure campaign moun 
Sen. Johnson said today that he | | by retail druggists. 


The druggists were proud of t 
has not determined how he will| seogress they had made in ¢ 


National Nielsen-Ratings of Top TV Shows 
Two Weeks Ending May 10, 1952 
All figures copyright by A. C. Nielsen Co. 


Total Homes Reached 


| 
! 
versus extreme high shrinkage.’ ” 
Mr. Lambert represented a sub- Rest ini prrewan - ere) 
: P : , ove Lucy (Philip Morris 'S) } 
committee appointed by the ANPA 2 Red Skelton Show (P&G. NBC) 7,527 
mechanical committee to study the H Colgate Comety Hour (une) 6,998 
~ odfrey riends (Liggett 
problem. ; Myers, CBS) 6.887 
There was a swing, currently, 5 Goodyear TV Playhouse wee) = 
> ” . s - ‘ exaco Star eater (NBC) " 
toward 64 rolls, he said, =e in a} > you Bet Your Life (DeSoto-Ply. 
few cases to as low as 631% and | > mouth J 6.283 
” ireside oer (P&G, NBC) 6, 
63”. ; 9 Your Show of Shows (Reynolds 
At the same time, there were ‘ia Yobecss. NBC) 6,080 
- , fe j shrj a ‘our Show of Shows (Several spon- 
those who preferred high shrink sors, BE) 5 788 


| *Per cent of homes reached in areas where program was televised. 


ARB Multi-City TV Ratings 
-7, 1952 


American Research Bureau 


May 1 


| Senate, but today’s surprise dev 

| opment represented a severe chal- 

| lenge to their legislative program. 
Druggists had claimed behind 

the scenes that the commerce com- 

mittee “was in hand.” 


Current 
Program Popularity* — ‘ 
“ Love Lucy cone Morris, ped ined tos ‘Farm Journal’ and 
od eppenaiigee REE «oo ‘Pathfinder’ Offer 
Red Skelton Show (P&G, NBC) ...... 46.2 


Godfrey & Friends (Liggett & 

og © pene sss, Combination Rate 
Colgate Comedy Hour (NBC) 42.6 

Pabst Bouts (CBS) . 
Goodyear TV Playhouse (NBC) 
Your Show of Shows (Reynolds 


ssecceees rd PHILADELPHIA, June 12—Path- 
ee | finder and Farm Journal will be 
Tobacco, NBC) .... seeeeeees- 40.1) offered in a combination rate at 
10 ay A fice ase pate ities la 5% discount, effective with Sep- 
GOR, GE occnventkevioniatissdoos 39.8| tember issues. 
The combination, with a circula- 
tion of more than 4,000,000, will 
| be referred to as the “Countryside 
| Unit.” The duplicated circulation 
|of the magazines is 6%, Richard 
Babcock, president of Farm Jour- 
| nal, told AA. 
al Only two restrictions will apply 
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JUDGES IN NORTH CAROLINA—When the North Carolina Merchants Assn. held its 
50th convention in Raleigh recently, much attention was given to advertising, with 


i i 2 ao Carolinas newspaper ad execs taking part. Three odmen who decided on awards for 
ay best retail ads were (from left) N. E. Brown, ad director, Tapp’s Department Store, 


GUESTS OF HONOR Among those on the dais at one of the AFA Robert M. Gray, advertising and sales promotion manager, Esso Columbia, S. C.; William Ellyson Jr., director of public relations, Miller & Rhoads, 
luncheon sessions in New York were (|. to r.) Graham Patterson, Standard Oil Co. and convention general chairman: Felix W. Richmond, and Henry Blankenship, ad director, Progress-Index, Petersburg, Va. 
publisher, Form Journal and Pathfinder; Dean James E. McCarthy, Coste, v.p. and director of advertising, Coca-Cola Co., and John 

college of commerce, Notre Dame University (luncheon speaker); R. Buckley, publisher, Good H k i 


PUBLISHERS--These were some of the faces at the National Assn. of Magazine Publishers’ 33rd annual Hunter, and head of Canado’s Magazine Advertising Bureau; (4) Mr. and Mrs. Jay P. Cleveland, Model 
meeting at Pocono Monor last week: (1) Richard Sanderson (left), Family Circle, talks to George Delacorte, Airplane News, talking to Gibson McCabe, Newsweek, and Hal Behike, U. S. News & World Report; (5) R. 
Dell Publishing Co., and George Garland, Boby Talk; (2) W. H. Eaton, American Home, who wos elected T. Messler, Crowell-Collier Publishing Co., with A. L. Cole, Reader's Digest, and Perry O'Connell, American 
NAMP treasurer, Elliott Odell, Farm Journal, and Ford Stewart, Christion Herald, who was reelected as NAMP = News Co. (6) Frank Braucher, Periodical Publishers Assn., talks to Elihu E. Harris, advertising director, Sov- 
secretary; (3) A. E. Winger and John W. McPherrin, Crowell-Collier, talk to Douglas Gowdy, Maclean- ings Bond division, U. S. Treasury Department. (Story on Page 1.' 


GOLFERS--As usual, NAMP was equally interested in golf. Here are some shots on the course: Joseph A K. Ballantyn of Time is menacing him, while looking on at the left are D. P. Hanson and G. H. Carl of 
Gerardi, McGrow-Hill, gets a club from his caddy as J. E. King and Francis D. Prott of Time Inc., and A. W. Woman's Day; Gibson McCabe, Newsweek, ond F. D. Shaw, of Whitman, Ransom, Coulson & Goetz (NAMP 
Moss of Standard Rate & Dato look on; that’s K. T. Downs of Curtis looking at the missed putt, and Wayne legal counsel), watch while T. F. Mueller, Newsweek, ond E. K. Gillett of the legol firm tot up the score. 
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WOMEN’S WEAR DAILY 
DAILY NEWS RECORD 
RETAILING DAILY 
FOOTWEAR NEWS 
MEN'S WEAR 


THE 
PACHYDERM 

WEEKLY 

OF 

THE 

FOOD 

INDUSTRY 


In less than a month 
SUPERMARKET NEWS 
has emphatically established 
itself as the Number One periodi- 
cal in the $37 Billion national food 
market . . . as the fastest and most com- 
plete in the field. 
Our subscription list is increasing at an amaz- 
ing clip. Top food retailers and wholesalers gra- 
tuitously state that never before have they seen so 
much live, timely, and pertinent news in a single issue 
... that our claim of being a week ahead of the field is a 
vast understatement. 
SUPERMARKET NEWS is truly a pachyderm—backed by per- 
sonnel, wire services, 24 branch offices, batteries of linotype ma- 
chines, and giant presses . . . a combination matched only by large 
metropolitan newspapers of the first magnitude. 
If you have something you wish to sell to supermarkets your ad belongs in 
SUPERMARKET NEWS. It will receive close attention because the paper is so 
intensively read. 
Forms close Thursday for the following Monday’s issue. You save at least a week. You 
get there first. 
Introductory subscription offer still available: $1 a year or three years for $2. 


Supermarket News 


A Fairchild Publication—7 East 12th St., New York 3, N. Y. 
Published Weekly 
“Our Salvation Depends Upon Our Printing The News.” 
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; Cr litors Study Inc., after he made a loan of $40,- ment 
% 000 to the latter company. He iden- “As far as I know the stock of 
$190,000 Debts tified thi officer as Ernest Davids. Dorland Advertising Ltd. still is 
Lg At the time he advanced the lying around,” the lawver added 
a of Dorland Inc. me y 940,000, > pager to Mr 
ta toth, Davids had a signed agree- @ As Mr. Roth explained it, Dor- 
Continued from Page ment requiring the agency to buy land Advertising Ltd —which was 
Mr. Roth said Dorland Adver- back the stock at $40,000 upon not mentioned in the creditors’ as- 
tising Ltd. had been set up about presentation. Mr. Davids tendered signment—handled al! media for 
vear ago with the stock owned the stock to Dorland Inc. some Dorland Inc.’s accounts excepting 
one of the officers of Dorland time ago, according to his agree- radio and TV. It paid the payrolls 
cae for all employes of both companies 
and charged the latter $4,000 for 
rent, overhead, etc 
He said Dorland Inc., which in 
taY. April, 1951, brought in Harold 
Kaye, formerly of the Mail Order 
Network, in effect functioned as 


Let Filmack 
Show You How To 


Cut Costs On 


TV Commercials 


-FILMACK STUDIOS 


At Low Prices You'll Like 


With our 35 vears experie with our 


highly trained staff our complete labo- 
ratory and latest equipment, we produce 
quality TV spots, show openings, etc., at a 
price lower than anyone else can touch, 


Send us your copy for estimate 


1335 5. Wabash Chicago 5, Ill. 


radio-TV and production divisions 
of Dorland Advertising Lta 

Mr. Roth said he knew nothing 
of Dorland International's opera- 
tions and no one volunteered 
any information on the subject 

[| Editor’s Note—Late last month 
Dorland Advertising Ltd 
nounced that its clients and ezx- 
ecutive personne! were moving to 
Wesley Associates. Included in the 
move were Atherton Pettingell 


else 


an- 


| eee tf 


president, and Walter Maas, ez- 
ecutive v.p., who, it was said, 
would head American operations 


of Dorland International accounts 


(AA, May 26).) 
@ Rough estimates of Dorland 


Inc.’s assets as of June 4 were put 
at $90,000. There was approxi- 
mately $22,000 more on the books 
for “good will,” but the creditors 
agreed to pencil this item out in 
their own records 

Other major items making up 
the $90,000: Accounts receivable 
from the mail] order clients of the 
Kaye division, $27,000; fixtures 
and improvements, $24,000, and a 
halance of $25,000 from “A. P.’ 
This entry, the Dorland Inc. book- 
keeper said, referred to Mr. Pet- 
tingell 

The liabilities were estimated at 
$190,000. Major categories were 
the Kaye division (to radio and 
TV stations), $49,000; art and pro- 
duction, $56,000, and Dorland Ad- 
vertising Ltd., $36,000 
8s Mr he 


Roth made it clear that 


; 

; Every night the U.S. 4. sits down to 

~ dinner, there are 7,000 more people 

ot reaching for the meat platter. This is 
like adding a city about the size of 
Providence, Rhode Island. every 
month, or a state about the size of 
Indiana every vear. 

; - With an average population gain 
that large, every year’s meat supply 
has to be larger than that for the vear 

| before —or everybody would have to 

7 be satisfied with a smaller serving. 


7,000 more people for dinner tonight! 


But nobody wants smaller portions. 


Nearly evervbody wants more meat. 


That means we must grow more meat 


animals on Americas 


farms and 


ranches. It means that the meat pack- 


ing industry must be able to expand 


its plants and facilities in pace with 


the country’s need for meat. 


It means that production must be 


encouraged. The best way to do this 


is to let the economic laws of supply 


and demand operate freely. 


AMERICAN MEAT INSTITUTE 


Headquarters. Chicago + 


Vembers throughout the U.S, 


| settlement 


Advertising Age, June 16, 1952 


considered the radio-TV merchan- 


dising activities of Harold Kave 
who has been well known in this 
field for years, as the main cause 


of the agency's financial breakup 
He said Mr. Kaye was part owner 
of some of the companies whict 
are delinquent in their bills 

He said this division ballooned 
its business in December, 1951, and 


January, 1952, piling up “huge lia- 
bilities to radio and TV stations 
without Dorland’s permission.” He 
said these bills were cut from 
about $98,000 to nearly half that 
amount after Dorland “put pres- 
sure on Harold Kaye.” Later, he 


added, a persona! suit was brought 
against Mr. Kave and settled out 
of court for a payment of $16,000 


® Although Mr. Kave was not rep- 
resented by counsel] at the meet- 
ing, he disputed the accusations 
made against him and referred 
ADVERTISING AGE to the terms of 
the stipulation, and other papers 
filed in connection with this liti- 
gation 

A photostat of a Doriland Inc 
letter indicates that he joined the 


agency in April, 1951, with the 
title of executive v.p. for radic 
and TV. Among the terms 

1. Mr. Kaye was to receive one- 
third of the gross income up t 
$140,000 per year from radio and 
TV activities; 40% of the total 


consolidated net profit of Dorland 


Inc. and an expense allowance of 
$400 per week 

2. “It is our intention to seek 
other affiliations for the agency 


In the event we effect a merger or 


make a Major acquisition or 
change, the Kave name wil! be in- 
cluded in the new agency title. In 


any event, it is our understanding 
that within a vear the company 
name will be changed, and if the 
agency designation contains the 
name of one or more individuals 
the Kaye name will be included.’ 


es Mr. Kaye left Dorland on Jan 
31 and has since been operating his 


own agency for radio-TV mail 
order clients. He said he currently 
is buying time for his clients on 
radio stations from Miami to Chi- 
cago and on some 12 video sta- 
tions 

Among his clients: Free-West- 
inghouse sewing machines, King- 
ston watches, Elgin vacuum 
cleaner, Marlin Research Labora- 


tories and Junex 


Some companies which stil! are 
shown as delinquent on the Dor- 
land Inc. books are on his client 


list. This includes Marlin, of which 
Mr. Kave is president. This com- 
pany is still in the process of nego- 
tiating a money settlement witt 
the agency 

Mr. Kave’s lawver 
man, called attention 
that the stipulation 
additional payments to 
if further sums are due 
of the agency's 


Lewis Ull- 
to the fact 
provides for 
Mr. Kaye 
him after a 
affairs 
@ Mr. Uliman also cited a letter 
from Mr. Pettingell concerning 
the Dorland-Kave litigation. Mr 
Pettingell wrote 

“As it now appears 
have been in error with respect 
to the amount of $46,142.04. which 
we asserted was due. The relation- 
ships between the parties were, 
you know complicated nature 
and the figure alleged ap- 
pears to have been unduly large 
“Similarly, we find that there 
may have been an error .in cer- 
tain particulars with respect t 
our assertions relating to the capi- 
tal advance of $25,000. and als« 
regarding the insolvency Mar- 
lin Research Laboratories Inc., as 
to which you have submitted proof 
of solvency.” 


we may 


as 
ofa 
now 


of 


Republic Promotes Brabham 


Lowery L. Brabham, director of 
military requirements of Republic 
Aviation Corp., Farmingdale, N.Y 
has been promoted to sales man- 


ager. He joined the 


1940 as test pilot 


company in 
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Rystan Principals Sell Colgate on 


Dropping Lawsuit, 


New York, June 12—O’Neill 
Ryan Jr., an ex-advertising man 
and now president of Rystan Co., 
and Henry Stanton Sr., Rystan 
board chairman and a J. Walter 
Thompson Co, v.p., have long been 
known for their ability to sell ad- 
vertising. 

This week they proved them- 
selves equally adept at selling 
chlorophyll ligenses and talking 
the country’s major toothpaste 
manufacturer out of a lawsuit— 
a suit, incidentally, which some 
people believe they originally 
talked themselves into in order to 
squeeze out of an exclusive licens- 
ing agreement with Lever Bros. 
Co., manufacturer of Chlorodent. 

Withdrawal of its patent suit 
against the Rystan Co. and the 
taking of a license to manufacture 
chlorophyll toothpaste and mouth- 
wash by Colgate-Palmolive-Peet 
Co. highlight the week’s develop- 
ments in the chlorophyll bonanza. 


® Two other companies which have 
filed suits against Rystan, Block 
Drug and Bristol-Myers, told Ap- 
VERTISING AGE that they intend to 
go ahead with their cases, though! 
both admit that Rystan licenses 
have been and are still under con- 
sideration. 

In announcing the suit with- 
drawal and licensing of the Col-! 
gate company, Mr. Ryan also an- 
nounced that more than a dozen 
new companies have been licensed 
to manufacture chlorophyll tooth- 
pastes and mouthwashes, The new 
licensees include Whitehall Phar-| 
macal Co. (Kolynos), Zonite Prod-! 
ucts Co. (Forhan’s), Walgreen Co. | 
(toothpaste and mouthwash),/ 
Comfort Mfg. Co. (Craig-Martin 
toothpaste, AA, June 9), and sev-| 
eral other smaller outfits. | 

The Rystan announcement can 
be termed a major victory for this 
company, which has been battling 
to quell what it called an “illegal” 


| 


Buying License 


TRAVEL TIME—With vacation season at 

hand, New York Central System is offer- 

ing special cut-rate travel plans for fami- 

lies via ads like this in 67 eastern and 

midwestern newspapers. Foote, Cone & 
Belding is the agency. 


chlorophyll coloring matter for 


years. 


s Dwarfed by the important legal | 
developments this week are the) 
discoveries of new uses for the} 
green-colored money-maker. Mar- 
tin Weiner Co, is now showing 
chlorophyll-dyed prints on nylon 


| for men’s pyjamas, underwear and | 


sport shirts. The chlorophyll dye-| 


| stuff is said to resist perspiration | 


odor. 

Sweet Feet, men’s socks impreg- 
nated with chlorophyll, is being in- | 
troduced by the Adler Co., Cin-| 


cinnati. Retailing at $1.25 a pair,!@ Member colleges of the National Collegiate Athletic Assn. have} 
the socks are made of wool, rein-| voted 185 to 15 to adopt the 1952 NCAA television plan, which allows | 


forced with nylon, and are said | 


phyli acts as a deterrent to ath-| 
lete’s foot, acording to the com-} 
pany. 

Purepac Corp. has announced the | 


| clined 11.3% in dollar volume and 10.5% 


Last Minute News Flashes 


Magazine Linage Up 6% in First Five Months 

New York, June 13—Magazine advertisers invested $232,600,000 in 
space during the first five months of 1952—a dollar increase of 11.4% 
and a page increase of 5.9% over 1951—according to Publishers Infor- 
mation Bureau. May, 1952, advertising totaled $54,700,000—up 14.7% 
over 1951. Sunday newspaper advertising for the first five months de- 
in pages. 


Revlon Products Appoints Leonore Buehler 
New York, June 13—Leonore Buehler, formerly with Jacqueline 
Cochran, has been named director of advertising for Revlon Products 


| Corp. 


‘Town & Country’ to Carry 43-Page Ad Section 


New York, June 13—Town & Country will run its biggest single ad- 
vertising insertion in the August issue—43 pages placed by the Freder- 
ick Nelson department store, Seattle. Nelson will run 37 full pages— 
four in full colors, one in two colors and the remainder in b&w. 


Mason Joins ‘American’; Other Late News 


e Kenneth J. Mason, who resigned last week as advertising and mer- 
chandising promotion manager of the New York World-Telegram & 


| Sun, has been named to the newly created position of promotion direc- 
| tor of American Magazine, effective June 23. 


|e Albert M. Behrens, formerly advertising and publicity director of 


Lentheric Inc. and Elizabeth Arden Sales Corp., has been named to 
coordinate advertising and publicity for Charles Antell Inc., Baltimore. 
Raymond K. Meffen, previously assistant sales manager of Bymart- 
Tintair, has been appointed director of Antell’s newly organized pro- 
fessional division. 


e Plakie Toys Inc., Youngstown, O., will begin a six-month, quarter- 
page promotion in the July 14 issue of Life. The program, which is the 
first consumer magazine advertising for Plakie, will introduce Plakie 
the Toymaker and will feature the slogan “They'll play safe with 
Plakie.”’ Gibbons-O’Neill Inc., Cleveland, is the agency. 


e During the first quarter of 1952, newsstand sales of The Saturday 
Evening Post averaged 1,790,090 copies per week, surpassing all other 
weeklies, according to Curtis Publishing Co., Philadelphia. Total 
weekly circulation averaged 4,311,889 copies during the first quarter, 
the highest in Curtis’ history. 


e French Sardine Co., Terminal Island, Cal. (Rhoades & Davis), is 
expected to move in as an alternating quarter-hour sponsor of Arthur 
Godfrey’s morning radio sessions next fall (CBS). Two quarter hours 
weekly are to be simulcast for Star-Kist tuna. Alternating sponsorship 
is shaping up as the pattern for this 90-minute program, as more ad- 
vertisers join the simulcast lineup for fall. At that time the show will 
probably go on television. 


2 college football telecasts during the coming season. The NCAA's TV 


| to be shrink-resistant. The chloro-| steering committee will now set up operating procedure for receiving 


sponsor bids and will begin meeting with sponsors and networks in- 
terested in carrying the games, Walt Byers, executive director of the 
NCAA, said. 


flood of unlicensed chlorophyll! agdition of Chlor-Eze chlorophyll | 
toothpastes. | foot powder, “the first nationally 

Referring to pending patent distributed chlorophyll foot pow- 
suits against his company, Mr.) ger,” which it says, “effectively 
Ryan said: “We will defend our-| deodorizes and stops athlete’s foot 
selves and our licensees vigorously} jnfection.” It sells for 59¢. The! 
against any infringement, but we company has also added a four | 
are at all times willing to reopen| ounce “travel size” Chloramint| 
negotiations with a view to a final chlorophyll mouthwash. Packaged 
settlement.” the same way as the 12 ounce 

| product, it sells for 29¢. 

® Melvin A. Block, president of, : 
Block Drug Co., said that his com-|% The chlorophyll bug also bit 
pany plans to continue with the druggists in Pawtucket, R. L., last 


prosecution of its patent suit| Week. , 
(AA, April 7). | They designated the week 
“Chlorophyll Week,” and 30 of 


A Rystan license is a “possibil- iL | 
ity but not a probability,” he said, them co-sponsored an ad in the 
pointing out that it would depend Pawtucket Times which listed only 


on whether Block attorneys decide| Products containing you-know- 


that Rystan has a valid patent, | Wat. 
Last March a. Dallas federal | 
court upheld Rystan’s U. S. patent. | ARTHUR L. FISH 


Bristol-Myers’ patent attorney, | San Francisco, June 11—Arthur | 
William Moss, told AA: “We have! L. Fish, 73, former general man- | 


our suit pending. They have of- ager of the Salt Lake City Tribune- 


Piel Ditches K&E 
After Sales Jump, 
Refuses to Say Why 


(Continued from Page 1) 
vertising and base its proposals 
for 1953 on that analysis. 

Y&R, which relinquished the 
Schlitz account June 1 to Leo Bur- 
nett Co., Chicago, will also handle 
the advertising of John F. Trom- 
mer Inc., a former competitor 
which Piel bought out in February, 
1951. The Trommer account at the 
time was handled by Lennen & 
Mitchell and was later given to) 
K&E by Piel. 

At K&E, AA was told that the) 
change “came as a complete sur-| 
prise.”” M. V. Odquist, account ex- 
ecutive, said that he was com-| 
pletely dumfounded and could, 


give no logical explanation. Asked | 


change was made. 

Y&R reportedly solicited the 
Piel account shortly after it lost 
Schlitz. But nobody at Y&R seem- 
ingly knew what factors caused 
Piel to move its account. 


8 Piel’s sales in 25 grocery chains 
were up 69% in the first quarter 
of ’52, and its package sales in 
metropolitan New York in April 
were 47% ahead of last year. 

K&E recently started using de- 
tails of Piel’s sales climb as an 
agency success story. Despite the 
account switch, the agency plans 
to continue using its Piel’s story for 
promotion purposes, The Piel copy, 
which broke a little over a year 
ago, was based on the slogan “Less 
N.F.S.” (less non-fermented sug- 
ar). It created widespread com- 
ment at the time in ad circles and 
has been generally credited for 
the larger sales. 


79 


FCC Okays Licenses 
of Stations Accused 
of Blacklisting 


WASHINGTON, June 12—-The 
| Federal Communications Commis- 
sion today refused to hold up li- 
censes of network stations which 
|} were accused of blacklisting per- 
| formers listed in the publication 
|“Red Channels”. 

The commission said it was sat- 
isfied with assurances which were 
provided by the four networks and 
by stations WPIX, New York, and 
|KOWL, Santa Monica. 

In granting renewals for the 
| stations, the FCC rejected a peti- 
'tion of the American Civil Liber- 
|ties Union that the stations’ li- 
| censes should not be extended un- 
| less they promised not to engage in 
| blacklisting and other discrimina- 
tory practices. 

Dismissal ef the ACLU’s attack 
on the key stations did not pre- 
clude further FCC action on “Red 
Channels,” however. 

This action could be in the form 
of a general investigation rather 
ithan a hearing on any one parti- 
cular station. 


FCC GIVES WTUX 
ANOTHER CHANCE 
WASHINGTON, June 12—The Fed- 
eral Communications Commission 
today rescued Station WTUX, 
Wilmington, from the doomed. » 
WTUX was the first station 
get a “death sentence” for broa@- 
casting an overdose of horse rage 
information. : 
On Oct. 11, 1950, FCC issued @n 
order revoking its license. t 
The “death sentence” was = 
while the FCC studied horse r 
programming of other stations. © 
In reversing itself on WTUX, 
the commission said today that the 
others were equally guilty ad 
were permitted to reform. ¥ 
| WTUX was “saved” on — 
tion that it, too, will refrain fr 


emphasizing horse race news, 


Jacques Kreisler’s 
Ads on Middlemen 
Stir Controversy 


New York, June 12—A small 
furor was stirred up here thils 
week in the jewelry field when . 
ports were circulated that National 
Wholesale Jewelers Assn. had con- 
demned the advertising of Jacques 
Kreisler Mfg. Corp., North Bergen, 
N. J., manufacturer of watchbands 
and men’s jewelry. 
| Kreisler has run ads in Jewelers’ 
| Circular-Keystone and Jewelry on 
| the theme “There’s no one in the 
| middle to meddle with your prof- 
| its.” Hirshon-Garfield is the agen- 
c 


rnd ert e 


| How or why the reports were 
| started is still undetermined. Peo- 
| ple in the field shrug and say it’s 
“one of those things.” But AA was 
jtold at the office of Nationai 
| Wholesale Jewelers Assn. in Phila- 
|delphia that the organization has 


fered a license to us and we are 
considering it.” He would not com- 
ment further. 

At present, C-P-P does not man- 
ufacture any mouthwash, although 
it is licensed for a chlorophyll 
product of this nature. Walgreen 
also is licensed for mouthwash. 

Mr. Ryan explained that Ry- 
stan will license companies for 
water-soluble chlorophyll products 
on an individual product basis. 
Rystan will not license manufac- 
turers whose products are “pure 
exploitations” of chlorophyll’s 
properties. He included toilet tis- 
sues and soaps in this category. 

In answer to a question, the 
Rystan president said that Col- 
gate’s current test promotion of 
Palmolive chlorophyll soap (AA, 
April 21) can be termed an “ex- 
ploitation.” He said that Palmolive 
has been made with an oil-soluble 


Telegram, died of a heart attack | Whether the change would affect) 


| taken no action officially or other- 


at the San Francisco airport yes- | 
terday evening after putting his/ 
son on a plane. | 

Mr. Fish began his newspaper 
career in 1902 as manager of the 
San Francisco office of the Los 
Angeles Times. In 1908 he became 
the first business manager of the 
Journal, Portland, Ore., and super- 
vised construction of the paper’s 
first new building in 1915. He re- 
signed to become publisher of, the 
old Salt Lake City Herald and re- 
mained in that capacity when the 
Herald and Telegram merged in 
1920. In 1930 when the Telegram 
and Tribune were consolidated, he 
became general manager of the 
Salt Lake City Tribune-Telegram, 
the position he held until his 
retirement about four years ago. 
He had been living iti Palo Alto, 
Calif. 


him personally, Mr. Odquist said) 


he probably “will be looking 
around.” 
® K&E issued a release which 


stressed the fact that Piel’s sales 
in 51 had jumped 42.1% to 1,090,- 
000 barrels from 767.000 bbl. in 
‘50. This advanced the Brooklyn 
brewery from 23rd to 18th among 
the leading beer producers of the 
country. The K&E release also 
pointed out that Piel executives 
had agreed that the agency's ad- 
vertising had been dramatic and 
effective. 

Mr. Berech, former ad manager 
at Piel’s, who became an account 
executive at K&E early in °51, but 
who has not been associated with 
the brewery account for some time. 
told AA that he was “unable to 


hazard a guess” as to why the. 


Alport & O'Rourke Appoints 
Mavis Collins Cain A. E. 

Mavis Collins Cain has been 
appointed an account executive in 
the San Francisco office of Alport 
& O'Rourke. 

Formerly, Miss 
Cain was on the 
college board of 
Mademoiselle 
and more recent- 
ly with Ander- 
son, Smith & 
Cairns, Montreal 
agency. Alport & 
O'Rourke, which 
handles both ad- 
vertising and 
public relations 
accounts, has its 
main offices in Portland, Ore. 


Mavis Collins Cain 


Names Kettell-Carter Rep 

Kettell-Carter, Boston, has been 
named New England representa- 
tive of WCCC, Hartford. 


| wise in the matter and that it has 
| no intention of doing so. 


® Hirshon-Garfield said the ads 
have attracted “lots of comment in 
the trade, both favorable and crit- 
ical.” The company plans to con- 
tinue its advertising along similar 
lines, AA was told. 


Negotiates tor KOA, Denver 

Metropolitan Television Co., 
Denver, is negotiating with Na- 
tional Broadcasting Co. for the 
purchase of KOA, Denver 50,000- 
watt outlet. NBC’s asking price is 
over $2,000,000. KOA’s sale re- 
portedly hinges on the purchase 
by NBC of KMPC, Los Angeles. 
FCC regulations would require the 
net to sell one of its existing sta- 
tions if it bought the Los Angeles 
outlet. Buying KOA would aid 
Metropolitan’s application for a 
TV license in Denver. 
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Admen Agree 
TV Rates Must 
Eventually Drop 


(Continued from Page 2) 
Midgely Jr., broadcast media man- 
ager, Ted Bates Inc., expected a 
slow increase in stations over the 
next two years, and predicted nom- 
inal rates at first for new stations, 
followed by rapid increases 

“The addition of these stations 
by program sponsors is sound, 
economically, for it permits an 
advertiser to amortize his high tal- 
ent costs over a wider segment of 
the population, and any little thing 
that results in lowering the cost 
per thousand viewers is definitely 
a step in the right direction. 


s “We can only hope that talent 
costs wili not increase as TV cover- 
age is extended,”’ Mr. Midgely con- 
tinued, “On this point we remain 
apprehensive, for, if talent costs 
do go up, it will result in a 
complete new evaluation of tele- 
vision as a properly priced adver- 
tising medium.” 

For spot television on the new 
Stations, the scramble is already 
on to secure choice station-breaks, 


“2 
Walk slow..Go far 


TRUER WORDS WERE NEVER SPOKEN 


— 

ESPECIALLY when you apply this to 
smal! ada typeskilled by Walk. 
4 how far you can go? Write for proof, 
AY P. other time and money-saving hints. 


ALK advertising typographer 
4 EAST HUBBARD ST., CHICAGO 11, ILL. 


oy 


DISCUSS ADWOMEN—Frances Owen (left), art director of Marshall Field & Co. and 


Advertising Woman of the Year for the 


Carroll Corathers, Lawrence Fertig & Co. 


Advertising Federation of America; Helen 
and an AFA v.p., and Perle Mesta, U.S. 


minister to Luxembourg, discuss the role of women in advertising at the Waldorf’s 
Starlight roof in New York where Miss Owen received her award. 


news fea- 
Mr. Midgely 


weather reports, local 
tures and the like, 
reported, 

“Any station which indulges in 
rate cutting and special deals for 
immediate gains will severely pen- 
alize itself in the long-term opera- 
tion,” he warned 

Outlining an ideal setup in ten 
prospective TV cities, Mr. Midgely 
said, “It would be highly desirable 
if each of these ten cities started 
operating as four-station TV mar- 
kets with each station affiliated 
exclusively...with one network. 
That would be a long step toward 
the ultimate goal of four national 
TV networks and would permit 
an orderly introduction of the new 
medium into these areas. . .It would 


oo 


on™ Now 25th FOOD MARKET 


OWNERS OF RADIO 


STATION 


in the Nation 


Reach All your prospects in the 
Worcester Market — continuously and 
effectivel 
TELEGRAM-GAZETTE, the newspapers 
that blanket the area. Daily circula- 

tion 153,234, Sunday 104,542. 


y — with the Worcester 


WORCESTER, MASSACHUSETTS 
MOLONEY, REGAN & SCHMITT, Inc. 


Notional Representatives 


George F. Booth, Publisher 


WTAG AND WTAG-FM 


prevent many of the excesses and 
unpleasantness met with in the last 
few years in limited station mar- 
kets.” He did not say which would 
be the four national networks. 


® The new stations will eliminate 
much of the late evening viewing 
and should result in downward 
rate revisions by those outlets now 


in one station markets. “As the 
actual audience becomes halved 
and quartered, there should be! 


some downward revision in such 
markets,” he said. 

“There is a very real danger of 
TV pricing itself out of all con- 
siderations, At a current rate of 
$52,000 gross for a nighttime hour 
on 63 stations, what will the sta- 
tion cost for a network of 150 sta- 
tions be? Somewhere along the line 
the whole philosophy of pricing TV 
must undergo a complete revision, 
and I think that it will,” he said. 


8 “National television expenditures 
for the first three months of this 
year are running about 75% ahead 
of the same period last year. At 
this rate we can expect television 
to account for about $850,000,000 
this year—or about 10% of the 
total money spent for all advertis- 
ing media,” according to Fred M 
Thrower, v.p., Columbia Broad- 
casting System. 

He said he expects 
television appropriations as ad- 
vertisers become increasingly 
aware of TV’s impact. A prediction 
of ten new stations on the air by 
Christmas was made. By the end 
of 1953, Mr. Thrower expects a 
total of 240 stations in operation, 
400 by 1954, 650 by 1955, 1,000 by 
1956 and 1,500 stations five vears 
from now. He predicted 40,000,000 
television homes by 1957 


increased 


® Critics of TV rate increases “al- 
ways seem to forget that televi- 
sion’s rising costs, unlike other in- 
creases, are accompanied by tre- 
mendous increases in value re- 
ceived,” Mr. Thrower pointed out 

Advertising and television's 
greatest opportunity lies with those 
people whose incomes have out- 
run their cultural development, 
James E. Fetzer told the session 
Mr. Fetzer is president of Fetzer 
Broadcasting Co., Kalamazoo, and 
chairman of the television code re- 
view board of the National Assn. 
of Radio & Television Broadcasters. 

Discussing the code, Mr. Fetzer 
said that so long as the TV indus- 
try works in the public interest it 
need have no fear of government 
intervention. 


“I firmly believe that govern- 
ment program censorship § can 
never occur without the consent 


of the American people,” he said. 
“If we do our job, the American 
people will never give such con- 
sent. Therein lies our real court of 
appeal, as well as your ultimate 
source of confidence.” 

For those AFA guests who are 


Advertising Age, June 16, 1952 
Network Gross Time Charges 
Source: Publishers Information Bureau 
NETWORK RADIO 
April April Jan.-April Jan.-April 
1952 1951 1951 
American Broadcasting Co. $ 3.244.146 $ 2,980,183 $13,079,310 $11,673,661 
Columbia Broadcasting System 4,943,400 6,487,717 20,047,381 26,213,046 
Mutual Broadcasting System .. 1,677,748 1,539,801 6,803,956 6,157,399 
National Broadcasting Co. 4,078.59 897 882 16,614,038 19,931,091 
Toial ad $13,943,887 $15,905,583 544,685 $63.975.197 
NETWORK TELEVISION 
American Broadcasting Co. 1,686,583 $ 1,432,319 $ 7,920,563 $ 5.555.359 
Columbia Broadcasting System 5,641,831 2.906.891 21,462,640 11,102,297 
Mutual Broadcasting System 738.926 574.025 .963.381 1,873,442 
National Broadcasting Co ‘ 6,946,751 4,758,309 28,339,965 17,548,954 
Total ; $15,014,091 $ 9,671,544 60,686,549 $36,080,052 
NETWORK RADIO TOTALS BY MONTHS 
1952 CBS MBS NBC Total 
January $ 3,301,479 $ 5,161,397 $ 1.699.282 $ 4.357.353 $14,519,511 
February 3,177,970 4,788 00. 3,994,018 13,560,894 
March 3.355.715 5,154,077 1,826,527 4.184.074 14,520,393 
April 3.244,.% 4,943,400 1,677,748 4,078,593 13,943,887 
| Total $13,079,310 $20,047,381 $ 6,803,956 $16,614,038 $56,544,685 
| 
NETWORK TELEVISION TOTALS BY MONTHS 
1952 ABC CBS DuMont NBC Total 
January $ 2.020,461 $ 5.074.643 717,148 $ 7,259,307 $15,071,559 
February . 2,148,467 5,103,043 748,544 6,813,549 4,813,603 
March 2.065,052* 5.643.123 758,763 7,320,358*  15,787,296* 
eae 1,686,583 5,641,831 738,926 6,946,75 15,014,091 
Total ... $ 7,920,563 $21,462,640 $ 2,963,381 $28,339,965 $60,686,549 


*Revised as of May 26, 1952. 


unfamiliar with trick television, Printers May Use Price Manual 
Walter Craig, v.p. of Benton & The Office of Price Stabilization 
Bowles in charge of radio and has authorized printers to use pric- 
television, showed a startling film ing manuals as a basis for quota- 
which had been produced origi- tions under CPR 121, the printing 
nally to acquaint CBS employes price order. Only larger printers 
with latest electronic techniques. og — — —— = 

Much > fi salt with elec- ly, printers had to compute prices 
Ba Oe Se Se Gees Se eae on the basis of a formula in CPR 


- . P ing P a , 
pechonpeer rca 7 <ng that 191. The amendment authorizes the 
| SUpetimposes ive people Over! use of manuals by companies 
| background photographs in the which used manuals during their 


| Studio. It is possible to create) base period. 

| waterfront scenes with electronic 

(dry) water, people walking along Two Join Casler, Hempstead 

a street or down long corridors, Earl Lines, formerly v.p. and ac- 
and many others with this tech- count executive of W. W. Garrison 
| nique, & Co., Chicago agency, has been 
| named v.p. and account executive 
of Casler, Hempstead & Hanford, 


| Kennametal Names Reebel Chicago agency. Francis A. Harper, 


ee Inc., Pac pean oe copy chief of Garrison, has been 
maker o ennametal tools, has Pye 

; . appointed copy chief of CH&H. 
appointed Dan Reebel, formerly ‘PP rs 


Pittsburgh editor of all Penton P 
publications, advertising and pub-| Plum Joins Showalter Lynch 

lic relations manager. Fred W.| Dale Plum, formerly with the 
Pennington continues as advertis-| News-Tribune, San Diego, has been 
| ing manager of the metalworking! named an account executive ot 
division and Richard L. Farris as} Showalter Lynch Advertising, 
advertising manager of the mining} Portland, Ore. 

tool division. 


JUST ASK FOR MARIE: 


Call WAbash 2-8655 and ask for 
Marie Maize on your next multi- 
graph, mimeograph, addressing or 
mailing job. Quick pick-up and de- 
livery, fast and accurate work, plenty 
of experienced personnel, charges 
always in line. THE LETTER SHOP, 
Inc., 431 S. Dearborn St., Chicago 5 
(Now in our 24th successful year.) 


| Names Stubbs & Montgomery 

Stubbs & Montgomery, Chicago, 
|has been appointed to direct ad- 
vertising for Irvin Jacobs & Co., 
Chicago mortgage banker. The 
company has not been an advertis- 
}er during the past 10 years. Present 
|plans cali for use of newspapers 
}and trade papers. 


/ COAST to COAST 
NI? cities 


TAXIPOSTERS! 


Motorists, Bus Riders, 

Pedestrians . . . 23” x 38” colorful, 
weatherproof card displays 

always riding at eye-level. 

Low cost circulation; each TAXIPOSTER 
travels 5 to 7 miles for one penny. 

Write for rates and availabilities. 


The Outdoor Aduertising Easiest to See 


WHALEY TAXIPOSTERS 


WILLIAM E. WHALEY COMPANY _ 
136 So. Fourth Ave. * Louisville 2, Kentucky” 
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Advertising Age, June 16, 1952 


Brand Leaders Are 
Slipping, ‘Seattle 
Times’ Study Shows 


SEATTLE, June 10—The fifth an- 
nual Consumer Analysis of the 
Seattle Times shows that one out 
of every 10 brand leaders lost its 
top position during 1951. This is 
compared to the one-out-of-15 rate 
which prevailed in last year’s 
study. 

Other highlights of the survey 
are: 

1. Work-saving appliances and 
products gained in consumer pre- 
ference. The per cent of families 
using fully automatic electric 
washing machines has risen to 
30.7%, compared to 10.9% in 1948. 

Similarly, use of paste wax| 
dropped from 51.7% in 1949 to| 
46% in 1951, while in the same | 
period use of self-polishing wax | 
rose from 70.7% to 74.5%. 

Other appliances and products 
showed the same trend. } 

| 


8s 2. Some major appliances are | 
nearing the saturation point in| 
distribution. The survey found that | 
93.5% of Seattle families now have | 
electric refrigerators and 76.3% | 
have electric ranges. | 

The newer appliances also are | 
making steady gains. Automatic | 
electric clothes dryers are in 10.2% | 
of homes and home freezers have 
risen from 2.2% in 1948 to 8.7% | 
today. | 

Television, which came to Seat-| 
tle in 1948, is now in 32.1% of its| 
homes. The number of families | 
indicating an intention to buy a} 
set this year—9.8%—=is greater | 
than in any previous year. 

3. Frozen orange juice concen-| 
trate buying picked up sharply, as| 
it has in the rest of the nation. To- | 
day, 35.9% of Seattle families use| 
it, while fresh orange juice 
drinkers have dropped from 63.8% 
last year to 51.9%. The drop in 
the use of fresh juice came, inter- 
estingly, almost entirely in the 
groups with income of $4,000 a 
year and up. 


#4. More families are making 
more money. The $6,000-and-up 
bracket increased from 15.8% to 
20.4% and the proportion in the 
$4,000-$5,999 class rose from 31.1% 
to 36.4%. 

A new question asked in the 1952 
survey reveals a high proportion 
of extra wage earners in families 
with salaries of $6,000 and over. In 
this group, 43% have two wage 
earners. Only 13.3% have a second 
wage earner in the $2,000-$3,999 
bracket. 

Some 10% of Seattle families 
have an income of less than $2,000 
a year and the survey found that 
63.3% of this bottom rung have 
no wage earners at all. This indi- 
cates that nearly two out of three 
families in this income class are 
living on retirement income or 
some form of government relief. 


s In brand preference, U&I sugar 
regained top place from C&H with 
55.8% preference. These two lead- 
ers have swapped top places for 
the past five years. 

Swans Down, at 52.6%, is top 
choice among cake flours, but 
families using this product have 
dropped steadily for five years 
from 71.1% to the current figure 
of 58.7%. 

Hills Bros. maintained its lead 
in packaged coffee, but its margin 
is dropping. Preference for Hills 
today is 22.1%. Long-term gainers 
are M.J.B., at 20.8%, and Folgers, 
at 13.5%. 

Nescafe, at 29.1%, nosed out 
Borden’s, at 26.1%, for leadership 
among instant coffees, where usage 
is on the rise. 

The number of families making 
jams, jellies and preserves is de- 
clining—from 81.9% in 1949 to 
74.3% now. 

B&M took first place from Van 


Pa NORRIE re 


Camp’s among packers of baked 
beans. B&M, at 30.1%, shows a 
gain for four years against Van 
Camp’s steady loss. 

Ajax scouring powder edged Old 
Dutch for the top position with 
preference of 35% to 25.3% re- 
spectively. 


® Dr. Lyon’s last its long-time lead 
among tooth powders to fast-com- 
ing Colgate, which rose from 16.6% 
in 1948 to 26.7%. During this same 


time, Dr. Lyon’s dropped from 
32.8% to 21.3%. 

Roma wine, at 13%, lost its 
lead to Christian Bros., now at 
18.6%. Beer and wine, inciden- 


tally, are hardly the poor man’s 
drink. The proportion of buyers 
goes up sharply with income, and 
this trend has become more 
marked with beer in 1951. Use of 


higher federal taxes on stronger! 
liquor. 

RCA nosed out Motorola to re- 
gain its lead among television 
users, but RCA’s top spot had a 
preference of only 9.6% in a field 
shared by some 20 brand names. 

Maiden Form took over first 
place in brassieres with 15.4% to 
14.4% for Life. 

The consumer analysis was con- 
ducted under the direction of Allen 
R. Potter, research manager of the 
Times. Copies are available 
through O’Mara & Ormsbee in 
New York, Detroit, Los Angeles 
and San Francisco. 


Joins Geyer, Newell 

Richard L. Linkroum, formerly 
producer-director at CBS-TV, has 
been named an executive producer 
in the radio-TV department of 


Chicle Signs TV Show 


American Chicle Co., New York, 
via Dancer-Fitzgerald-Sample, will 
sponsor “A Date with Judy” on 
ABC-TV, beginning July 10 at 8 
p.m., EDT. Clorets will be adver- 
tised. 


| Gilmour to Dancer-Fitzgerald 


James H. Gilmour, formerly di- 
rector of personnel for Nestle Co., 
has joined Dancer-Fitzgerald-Sam- 
ple, New York, as assistant to the 
president in charge of personnel 
and office management. 


NO 


Repeat Orders From 


* CAMEL CIGARETTES 
* WESTINGHOUSE 

* CALVERT 

* GENERAL ELECTRIC 
* U.S. RUBBER 


PLASTIC DECAL 


ADHESIVE—NO MOISTENING — YET IT 
STICKS FOREVER—OR LIFTS IN A HURRY! 
Detail men love it, because Dealers soy “Yes” at first 
glance. It's a new type of plastic decal that is revolu- 
tionizing point of purchase merchandising. Saves its 
own cost on “put-up time” clone. For samples and 
details write 


the AD-STIK Company 


for Impulse Buying! 


wine increased in all income Geyer, Newell & Ganger, New ond Hundreds of Others 5850 Centre Ave. * Pittsburgh 6, Pa. 
groups, possibly a reflection of’ York. 
a Sales Sag... : 
' 
gos Into a 
Sales Bounce! 
TELE E 
This tested sales strategy, based upon “the Santa Claus principle” 
has worked successfully in 4,000 cases 

A recently completed analysis of more than 4,000 _ So, if your sales are lagging behind your 1952 quotas 

prize campaigns conducted by Belnap & Thompson = —or if you want to beat those quotas by a more sub- 

clients in all business fields proves that any mer- __ stantial margin, you couldn't pick a better time than 

chandise prize incentive program that coincides | NOW co start planning a Belnap & Thompson prize 

with the Christmas season gains greatly in selling program to bounce your Fall sales upward. 

power and effectiveness. Our case-history study of the most successful 

The explanation is summed up in what we call _ prize campaigns conducted by our clients reveals that 

“the Santa Claus principle’. In no other season of __ sales spurt results from such programs can be turned 

the year are merchandise prizes so much desired into permanent gains if the right merchandising 

and so much appreciated when received. The op- =“ hooks”’ are used. Send for 

portunity to win—instead of buying—Christmas gifts Mail the coupon NOW for your FREE copy of 

inspires your contest participants with extra zeal. INCENTIVES AT WoRK— which shows what these 

And at this season merchandise awards are doubly —_“’hooks"’ are and how they can be used to help lick 

charged with employee gratitude and good will. your sales problems. 
PeS@ BS BSZSBSKBBSHSSTSBTATESSEBT SSeS eS 

ester, bd Beinap & Thompson, Inc. 
3 9% Incentive Center, Palmer House, Chicago 
3 $ Belnap & Thompson inc — Without charge or obligation send me a copy of INCENTIVES AT 
= = ’ ° g WORK and full details on how | can apply "the Santa Claus principle” 
° 3 Headquarters deo Mosdiondbe ‘ to boost my company's 1952 sales. 
Prize Incentive Programs - oruameeemamany _ : 
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That was the circulation of The TOLEDO 

§ SUNDAY BLADE for Sunday, June 8. 

/ i This is a gain of 6,862 over the ABC 
2 publisher’s statement for the 6 months 


ending March 31, and gain of 64,838 
since the Sunday Times became the 
Sunday Blade on August 1, 1948. 
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TOLEDO Sunday BLADE 


REPRESENTED BY 
MOLONEY, REGAN AND 
SCHMITT, INC. 
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